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Southeast  Texans  wanted  to  ignore 
the  possibility  of  a  rebirth  of  racism. 
The  Beaumont  Enterprise  wouldn't. 

The  people  of  Jasper,  Texas,  wanted  to  put  the  nightmare  of 
violence  behind  them.  The  murder  trials  concerning  the  dragging 
death  of  James  Byrd  Jr.  were  finally  over.  The  national  press  was 
gone,  but  The  Beaumont  Enterprise  discovered  that  the  reality  of 
racism  was  not. 

"The  Klan's  New  Face"  was  a  major  investigative  project  that 
emerged  out  of  a  follow-up  piece  on  why  the  Ku  Klux  Klan 
canceled  its  scheduled  rally  in  Jasper  during  the  trials.  While 
researching  the  story,  the  newspaper  discovered  that  James  Roesch, 
the  leader  of  one  of  the  largest  Klan  groups  in  America,  was  only  18 
years  old.  Even  more  surprising,  the  influential  Klansman  was 
planning  to  move  from  Ohio  to  Jasper.  This  was  not  the  news  local 
residents  wanted  to  read.  It  was  the  news  they  needed  to  know. 

The  assessment  of  the  Ku  Klux  Klan's  presence  in  the  area  and  an 
in-depth  profile  on  their  young  leader  was  the  result  of  four 
months  of  intensive  work  by  Enterprise  staffers.  While  the  subject 
matter  was  controversial,  the  information  was  imperative. 
Educating  a  community  about  the  enem.y  in  their  midst  is  one 
more  way  Hearst  Newspapers  enrich  readers'  lives  every  day. 


See  more  Journalism  of  Distinction  on  the  web  at  www.SoutheastTexasLive.com 
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During  Mile  3,  develops  plan  to  reallocate  company's  401  (k)  holdings  ^ 
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Log  on  to  Office.com 

Post  question  in  finandal 
community  center 

Review  latest  trends  in  employee 
benefits 

Use  interactive  tool  to  analyze 
finandal  impact  of  new  plan 
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Schedule  meeting  with  dedsion  team 

Order  new  desk  to  put  feet  up  on 

Today's  businesspeople  are  always  thinking.  Always  looking  for  better  answers  and  solutions. 
Now  they  can  find  them  at  Office.com— the  top-rated  online  business  center  with  expert, 
in-depth  information  on  nearly  150  industries  and  professions,  unparalleled  tools  and  access 
to  the  people  and  services  businesspeople  need  the  most.  The  new  way  tO  work.” 
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Whoa!  You’re  trying  a  little 
too  hard  to  spark  E^P  Interac¬ 
tive's  typography  and  design. 
You’ve  got  it  all  down  nicely  for  the  tradi¬ 
tional  E^P,  but  you’re  screaming  in  type  on 
too  m&ny  E&Pi  pages.  Your  use  of  all-cap 
heads  on  so  many  pages  in  the  new  section 
is  tough  on  the  eyes.  Worse,  running  same- 
size  type  together  makes  it  difficult  to  de¬ 
code  the  message. 

On  pp.  i4  and  i5  of  the  May  22  issue,  for 
example,  the  headlines  of  two  separate  sto¬ 
ries  are  butted  together  with  the  net  effect 
of  total  unreadability.  Combined,  the  seem¬ 
ingly  mated  heads  read:  TICK,  TICK,  TICK 
. . .  STAHL’S  WEB  ONLY  A  HANDFUL 
OF  REMARKS  SPARK  E-MAIL  BLAST 
PAPERS  OUT  OF  SITE. 

It’s  nice  that  you’re  a  stand-up  magazine, 
but  you  don’t  have  to  prove  it  by  sticking 
eveiy  cap  you  can  find  in  your  heads. 

WES  PEDERSEN 
DIRECTOR,  COMMUNICATIONS 
AND  PUBLIC  RELATIONS 
Public  Affairs  Council 


The  brutal  murder  of  Jose  Rami-  j 
rez  Puente  in  the  Mexican  border  : 
city  of  Juarez  came  less  than  three  ; 
weeks  after  the  excellent  report  by  Mark 
Fitzgerald  on  the  Inter  American  Press  | 
Association’s  (LAP A)  condemnation  of  | 
press  abuses  in  the  hemisphere  \_E^P,  j 
April  10,  p.  34].  The  popular  and  respect-  j 
ed  reporter  and  talk-show  host  was  ! 

stabbed  more  than  35  times  in  late  April 
by  his  unknown  assailant  or  assailants. 
Ramirez,  a  lO-year  radio  and  newspaper  I 


veteran  widely  known  in  the  border  re-  i ; 
gion  for  his  Radio  Net  1490  AM  talk  show  |  j 
and  daily  program  on  politics,  “Juarez  To¬ 
day,”  was  murdered  in  his  car.  Chihuahua  i 
state  authorities  said  the  vehicle  also  con¬ 
tained  eight  packets  of  marijuana,  and  ;  | 

the  state’s  deputy  attorney  general  said  ! 
Ramirez’s  death  had  the  characteristics  of  i ! 
a  “crime  of  passion.”  | 

Colleagues  insist  Ramirez  was  not  in¬ 
volved  in  drugs,  that  the  marijuana  was  j  | 
planted,  and  that  allegations  of  him  being  i 
the  victim  of  a  crime  of  passion  are  equal¬ 
ly  groundless.  (Such  allegations  often  are  | 
cited  in  the  murder  of  journalists.) 

“I’ve  covered  500  homicides  over  the  1 
past  15  years,  and  I  can  tell  you  that  his  | 
death  did  not  occur  because  he  was  in-  1 
volved  in  drugs,”  Manuel  Chacon,  a  i 

Juarez  journalist,  told  the  El  Paso  Times'  i  | 
Diana  Washington  Valdez.  i ! 

The  lAPA  and  other  press-freedom  j 

guardians  have  railed  against  “murder  i ; 
with  impunity”  for  years,  yet  it  continues 
uninterrupted.  U.S.  journalists  and  their  :  | 
colleagues  throughout  the  Americas 
should  not  let  the  Association  of  Journal-  [  j 

ists  in  Juarez  stand  alone  in  pressing  '  | 

Mexican  authorities  for  justice.  ' 

“Impunity”  should  end  with  the  murder  j 

of  Jose  Ramirez  Puente.  ; 

GEORGE  NEAVOLL 
RETIRED  NEWSPAPER  EDITOR 

Las  Cruces,  N.M.  j 

LETTERS®  EDIT0RANDPUBLISHER.COM  j 


Correction  j 

In  “Fourth  Estate,”  E&P,  May  22,  p.  19,  \  j 

the  figure  of 94,552  should  have  been  used  1 1 
not  for  the  readership  but  for  the  circula-  1 1 
tion  of  The  New  Republic.  j  | 


- 50  YEARS  AGO  - 

NEWSPAPERDOM®  from  EDITOR  &  PUBLISHER 


MAY'  27,  1950: 

Demand  for  a  citywide  contract 
on  pension,  health,  welfare 
agreements  was  presented  this 
week  to  eight  Boston  dailies  by 
unions  representing  84%  of 


the  city’s  newspaper  workers. 

A  proposed  code  of  ethics  for  the 
press  of  the  world  is  in  the  United 
Nations  hopper,  over  the  protests 
of  American  and  British  spokes¬ 


men.  The  draft  code,  adopted  this 
week  by  the  U.N.  Subcommission 
on  Freedom  of  Information  and  of 
the  Press  at  Montevideo.  Uruguay, 
will  be  placed  before  the  U.N. 
Economic  and  Social  Council. 


www.editorandpublisher.com 
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For  more  information  call 
Dan  Lawrence, 
Business  Manager 
617-450-2662 


A  national  news  weekM 
for  local  newspapers  * 


Depth.  Context.  Understanding. 
That's  what  discriminating 
readers  want  from  the  news. 

But  as  newspapers  grow  ever 
more  local,  many  of  their  best 
readers  are  turning  elsewhere 
for  penetrating  coverage  of 
national  and  global  issues. 

Now  there's  an  answer: 
MonitorWeek. 

A  GREAT  WEEKEND  READ 

Featuring  the  scope,  depth  and 
clarity  of  the  world-renowned 
Christian  Science  Monitor,  this 
colorful  12-page  tab  is  timed  for 
weekend  editions  but  holds  up 
all  week.  x 


And  MonitorWeek  builds  traffic 
for  the  local  paper's  Web  site 
with  a  content-rich  online 
edition  -  including  access  to 
the  deepest  newspaper  archive 
on  the  Web. 

MonitorWeek  -  for  demanding 
newspaper  readers  everywherai 
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D.C.:  No  w^s  or  moans 
for  relief  on  deaffi  faxes 


House  committee  clears  plan, 
backed  by  240  co-sponsors,  that 
draws  instant  Clinton  veto  threat 

BY  TODD  SHIELDS 

WASHINGTON 

AND  MARK  FITZGERALD 

CHICAGO 

Leaders  of  family-owned  newspa- 
pers  want  relief  from  the  estate  tax, 
which  can  force  cash-strapped  heirs  to 
sell  dailies  and  weeklies  with  proud  histories 
as  community  voices. 

A  measure  to  kill  the  tax  cleared  a  key  con¬ 
gressional  committee  last  week.  But  less  may 
be  happening  than  meets  the  eye.  Partisan  dif¬ 
ferences  during  an  election  year  leave  only 
poor  prospects  for  changing  the  tax. 

Abolition  faces  strong  White  House  opposi¬ 
tion.  Reform  has  the  support  of  prominent  De¬ 
mocrats  such  as  Hillary  Rodham  Clinton.  But 
developments  in  Congress  suggest  reform,  too, 
could  founder  amid  a  polarized  debate. 

On  one  side,  abolitionists,  who  are  mainly  Re¬ 
publican,  say  the  inheritance  tax  kills  business¬ 
es.  Their  mostly  Democratic  opponents  portray  the 
issue  as  a  bid  to  grant  tax  relief  to  fat  cats  as  part  of  a 
wider  raid  on  the  treasury. 

The  standoff  has  been  a  staple  for  years.  Business 
leaders,  emboldened  in  part  by  the  GO  P’s  mid-1990s 
electoral  surge,  mounted  a  growing  campaign  against 
the  tax,  which  dates  to  1916,  when  trust-busting  was 
in  vogue.  Last  year,  their  efforts  reached  a  high-water 
mark.  Congress  put  language  abolishing  the  inheri¬ 
tance  tax  into  a  broader  bill  laying  out  $792  billion  in 


tax  cuts.  President  Clinton  vetoed  the  measure,  call¬ 
ing  it  bloated. 

Now  inheritance  tax  opponents  are  back,  this  time 
with  a  stand-alone  bill  that  won’t  carry  the  baggage  of 
wider  tax  cuts. 

But  action  before  the  House  Ways  and  Means 
Committee  last  Thursday  indicates  the  measure  re¬ 
mains  hostage  to  a  familiar  dynamic,  one  that  sees 
Republicans  aggressively  pursuing  tax  cuts  that  De¬ 
mocrats  deride  as  irresponsible. 


iU 


SUBPOENA  OUT 
IN  CALIF.  CASE 

A  defendant  seek¬ 
ing  an  Oakland 
Tribune  photograph¬ 
er’s  unpublished  pic¬ 
tures  of  a  demonstra¬ 
tion  in  Berkeley  last 
summer  —  the  latest 
California  shield  law 
challenge  —  has  with¬ 
drawn  the  subpoena 
on  principle. 

Contempt  charges 
against  Tribune  chief 
photographer  Ron  Ri- 
esterer  were  dropped 
after  defendant  Kahlil 
Jacobs-Fanauzzi,  24, 
on  trial  for  a  protest 
at  Berkeley  public  ra¬ 
dio  station  KPFA, 
withdrew  the  request. 

“His  attorney 
called  and  informed 
me  that  his  client 
withdrew  the  subpoe¬ 
na  in  recognition  that 
enforcement  of  it  was 
in  conflict  with  the 
principles  he  was  at¬ 
tempting  to  exercise 
at  the  time  of  his  ar¬ 
rest,”  said  attorney 
Duffey  Carolan,  who 
represented  Riesterer 
and  the  Tribune.  “We 
quickly  went  to  court 
and  got  the  judge  to 
vacate  the  prior  con¬ 
tempt  order.” 
Jacobs-Fanauzzi 
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has  since  been  ac¬ 
quitted  by  a  jury  of 
obstructing  or  delay¬ 
ing  an  officer  in  the 
lawful  performance  of 
duty.  -  JOEL  DAVIS 

FCClONA 

DEADLINE 

The  Federal  Com¬ 
munications 
Commission  late  last 
Friday  was  rushing  to 
meet  Congress's  end- 
of-May  deadline  for  it 
to  review  the  nation’s 
telecommunications 
laws.  At  stake  for 
newspapers:  whether 
the  FCC  would  move 
to  relax  rules  barring 
common  ownership 
of  a  newspaper  and 
either  a  radio  or  TV 
station  in  the  same 
local  market. 

Publishers  say  the 
cross-ownership  ban 
should  go,  especially 
since  the  FCC  last 
year  relaxed  other 
broadcast  ownership 
restrictions.  The 
cross-ownership  ban 
dates  to  1975.  Since 
then,  newspaper 
competition  has 
greatly  increased  as 
other  media  have  pro¬ 
liferated. 

-  TODD  J.  SHIELDS 

NEWSPDINT 

D!iEUPy% 

U.S.  dailies  used 
805,000  metric 
tons  of  newsprint  in 
March,  a  3.9%  in¬ 
crease  over  March 
1999,  according  to 
the  Newspaper  Asso¬ 
ciation  of  America. 

Early  figures  for 
April  show  consump¬ 
tion  rose  3.1%  to 
859,000  metric  tons 


It  took  more  than  two  hours  of  debate  before  the 
committee  passed  the  bill  offered  by  Reps.  Jennifer 
Dunn,  R-Ore.,  and  Henry  Tanner,  D-Tenn.  Three 
Democrats  joined  21  Republicans  in  approving  the 
measure.  Eleven  Democrats  voted  “Nay.” 

The  bill  would  re- 


_ ^ 


r^Oic*  tor  a  sample  letter 

Click  on  your  stale  to  finl  ^vr  Coc^iras&ooal  Delegite. 


duce  the  inheritance 
tax  annually  until  elim¬ 
inating  it  in  2010.  It 
has  240  co-sponsors, 
enough  to  pass  the  full 
House  in  a  vote  expect¬ 
ed  in  early  June. 

Backers  tout  the 
bill’s  bipartisan  appeal, 
noting  that  their  ranks 
include  conservative 
Rep.  Bill  Archer,  R- 
Texas,  as  well  as  liberal 
Rep.  Neil  Abercrom¬ 
bie,  D-Hawaii,  and  44 
other  Democrats. 

Even  as  Ways  and  Means  was  debating  the  meas-  : 
ure,  it  received  a  letter  from  the  White  House  threat-  j 
ening  a  veto.  The  administration  called  the  bill  i 
“fiscally  unwise,”  since  a  repeal  of  the  tax  would  cost  j 
nearly  $50  billion  annually  in  foregone  revenues  —  at  ! 
a  time  when  retiring  baby  boomers  will  soon  begin  j 
straining  Social  Security.  Bill  supporters  concede  the  j 
$50-billion  figure.  But  they  point  out  that  the  tax  i 


On  Pulitzer  Prize-winning  series 


brings  in  only  1%  of  federal  revenue,  and  say  it  is  im¬ 
posed  on  a  lifetime  accumulation  of  wealth  by  people 
who  paid  taxes  throughout  their  business  careers. 

Democrats  elicited  testimony  showing  that  the  top 
10%  of  estates  pay  roughly  half  the  tax.  They  suggest¬ 
ed  dropping  rates  and  in¬ 
creasing  exemptions,  but 
the  idea  failed  in  a  party¬ 
line  vote. 

The  tax  ranges  from  18% 
to  55%  of  an  estate.  The 
need  to  meet  a  bill  imposed 
by  the  tax  played  a  role  in 
recent  decisions  to  sell  The 
Tribune  in  Ames,  Iowa, 
and  the  venerable  Chicago 
Defender.  Their  fate  re¬ 
flects  a  long-term  drop  in 
the  number  of  independ¬ 
ent  daily  newspapers. 
Independents’  share  of  dai¬ 
ly  newspaper  circulation 
dropped  from  90%  in  1900  to  14%  in  1998,  according 
to  Dirks,  Van  Essen  &  Murray,  a  newspaper  appraisal 
and  brokerage  firm  in  Santa  Fe,  N.M. 

Critics  say  family-owned  newspapers  are  but  one 
of  many  types  of  businesses  jeopardized  by  the  tax. 
Dunn  called  repeal  “a  fairness  issue”  and  said, 
“There  is  no  moral,  social,  or  economic  justification 
for  this  tax.”  11 


Kev  AP  source  recants  account 


But  co-op  stands  behind  its  coverage 


BY  WAYNE  ROBINS 

A  Korean  War 
veteran  quoted 
prominently  in 
The  Associated  Press’ 
account  of  killings  of 
civilians  at  the  hamlet 
of  No  Gun  Ri  in  1950 
now  acknowledges 
that  he  was  not  an 
eyewitness. 

Edward  L.  Daily,  69, 
of  Clarksville,  Tenn., 
has  told  the  AP  that  he 
could  not  have  been  at 
the  scene.  Records  show 
he  joined  the  7th  Caval¬ 
ry  combat  unit  months 
after  that  regiment  was 


accused  of  firing  at 
South  Korean  civilians 
in  late  July  1950. 

“While  we  remain 
confident  of  the  central 
findings  of  our  cover¬ 
age,  AP  is  dismayed  that 
Ed  Daily  cannot  au¬ 
thenticate  his  account 
of  the  events  at  No  Gun 
Ri,”  Jonathan  Wolman, 
AP  executive  editor  said 
in  a  statement. 

Daily’s  recollections 
were  disputed  recently 
by  U.S.  News  £5?  World 
Report,  and  the  online 
domestic  version  of  The 


Stars  and  Stripes  news¬ 
paper  (http://www 
.stripes.com),  as  well 
as  other  news  organiza¬ 
tions.  AP  won  the  1999 
Pulitzer  Prize  for  inves¬ 
tigative  reporting  for 
its  story  about  the 
killings.  The  U.S.  De¬ 
fense  Department  is 
investigating. 

Daily  was  one  of  10 
veterans  who  told  the 
AP  that  there  were  or¬ 
ders  to  shoot  refugees. 
He  has  been  treated  in 
recent  years  for  various 
psychological  disorders 
at  a  U.S.  Veterans  Af¬ 
fairs  hospital. 

His  accounts  echoed 
that  of  others  who  were 


at  the  scene.  “The 
Eighth  Army  had  issued 
rigid  directions  for  the 
control  of  fleeing 
refugees,”  John  Conner 
reported  in  the  Oct.  7, 
1950  issue  of  Collier’s 
magazine.  “Guerrillas 
had  been  seeping 
through;  henceforth, 
any  natives  who  did  not 
comply  with  orders 
were  to  be  treated  as  the 
enemy  —  shot.”  Recog¬ 
nizing  that  many  might 
be  civilians,  Conner 
quoted  an  officer’s  re¬ 
sponse.  “‘If  they  don’t 
stop,  well...’  The  voice  of 
Maj.  Walter  Gall,  Jersey 
City,  trailed  off  uncer¬ 
tainly.”  11 
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while  end-of-month 
inventories  declined 
6.4%  to  917,000 
metric  tons,  a  32-day 
supply. 

-  LUCIA  MOSES 

‘POST' STUDIES 
AT-RISK  UROUP 

At  a  time  when 
many  newspa¬ 
per  companies  are 
trimming  costs  to 
maintain  their  healthy 
profit  margins,  the 
big  national  papers 
continue  to  pour  re¬ 
sources  back  into 
their  products  with 
an  eye  to  insuring  a 
bright  long-term  fu¬ 
ture.  The  latest  is  The 
Washington  Post, 
which  last  week  hired 
the  Bethesda,  Md.- 
based  Barry  Group  to 
bolster  circulation 
marketing  efforts. 

The  Barry  Group, 
whose  fees  start  at 
$250,000,  began  a 
three-month  project 
designed  to  identify 
at-risk  subscribers  to 
enable  the  Post  to 
nurture  them  and  in¬ 
sure  they  are  not  lost. 

The  Post’s  step 
was  confirmed  by  a 
Barry  Group  official 
at  the  World  Con¬ 
gress  of  Newspaper 
Marketing  last  week 
in  New  Orleans, 
which  is  sponsored 
by  the  International 
Newspaper  Marketing 
Association.  Some  of 
those  at  the  annual 
meeting  talked  about 
newspapers  or  news¬ 
paper  chains  that 
might  be  put  on  the 
selling  block,  but  no 
one  seemed  to  have 
anything  more  than 
speculation. 

-  JOE  NICHOLSON 
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Q1  flAAN23rdAn- 
Ul  Unual  Convention, 
Association  of  Alterna¬ 
tive  Newsweeklies,  Ari¬ 
zona  Biltmore,  Phoenix 

JUNE 

Hire  National 

Conference,  Inves¬ 
tigative  Reporters  and 
Editors  Inc.,  Waldorf- 
Astoria,  New  York 

M53rd  World 
Newspaper 
Congress,  Seventh 
World  Editors  Forum, 
and  Info  Services 
Expo  2000,  World 
Association  of  News¬ 
papers,  Hotel  Inter¬ 
Continental  Rio  Con¬ 
ference  Center,  Rio  de 
Janiero,  Brazil 

HHow  to  Buy  & 
SeUWebAds, 


How  to  Measure,  Re¬ 
search  &  Target  Inter¬ 
net  Ads  &  Audiences, 
How  to  Build  Internet 
Revenue  &  Business 
Plans,  Adweek  Confer¬ 
ences  and  Laredo 
Group,  Sheraton  New 
York  Hotel,  New  York 

MNSNC  Annual 
Conference, 
National  Society  of 
Newspaper  Columnists, 
Ritz-Carlton  Pentagon 
City,  Arlington,  Va. 

M  Newspapers 

2000,  Newspa¬ 
per  Association  of 
America,  San  Francisco 
Marriott  and  Moscone 
Center,  San  Francisco 

^  M“nie  Changing 
If  blRoleofthe 
Newspaper  Execu¬ 
tive”:  INFE  53rd 


Annual  Conference, 
International  Newspa¬ 
per  Financial  Execu¬ 
tives,  Walt  Disney 
World  Resort  Hilton, 
Lake  Buena  Vista,  Fla. 

MAAF  American 
Advertising 
Conference,  American 
Advertising  Federation, 
Caesars  Palace,  Las 
Vegas 

01  OIAAEC 

LI  l4 Convention 
2000,  Association  of 
American  Editorial  Car¬ 
toonists,  Marriott  City 
Center,  Minneapolis 

99  9il 

LL  L4  Reporting 
Conference,  Society 
of  American  Business 
Editors  and  Writers, 
Sheraton  Suites 
Country  Club 


Plaza,  Kansas  City,  Mo. 

0(1  1NPPA  National 
UU  IConvention, 
National  Press 
Photographers 
Association,  Grand 
Hyatt,  San  Francisco 

JULY 

flAdweek  Forum@ 

I  ISiunmer  Internet 
World,  Adweek  Confer¬ 
ences,  Hyatt  Regency, 
Chicago 

M2000  Account 
Planning  Con¬ 
ference,  American 
Association  of  Adver¬ 
tising  Agencies,  Loew’s 
Miami  Beach  Hotel, 
South  Beach 

NOTE:  To  list  events, 
please  fax  to  Calendar 
Editor  at  (212) 
691-7287. 
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E.W.  Scripps’  tlM  investment 


‘Rocky’  road  to  profitability  lies  ahead 


BY  JOEL  DAVIS 

SACRAMENTO,  CALIF. 

Before  propos- 
ing  to  enter  into 
a  joint  operating 
agreement  (JOA)  with 
the  rival  Denver  Post, 
E.W.  Scripps  Co.  invest¬ 
ed  $250  million  in  its 
Denver  Rocky  Mountain 
News  since  1985  and 
failed  to  make  a  profit, 
according  to  company 
Chairman/  CEO 
William  R.  Burleigh. 

“Scripps  was  pouring 
hundreds  of  millions  of 
dollars  into  Denver,  to 


the  extent  that  it  was 
jeopardizing  the  overall 
finances  of  the  newspa¬ 
per  division,”  said 
Burleigh,  who  spoke  to 
reporters  from  both  pa¬ 
pers  with  William  Dean 
Singleton,  CEO  and 
president  of  Media- 
News  Group  Inc.,  own¬ 
er  of  the  Post. 

Burleigh  said  the  in¬ 
vestments  in  the  Rocky 
Mountain  News  were 
triggered  primarily  by  a 
need  for  a  modern 
printing  plant  and  oth¬ 
er  capital  improve¬ 


ments.  He  said  the  Post 
never  offered  to  buy  the 
ATck’s  and  that  the  JOA 
was  planned  as  a  way  to 
I  save  the  Scripps  paper: 
“The  whole  motivation 
was  to  preserve  two 
competing  editorial 
i  voices.” 

Unlike  the  News,  Sin- 
i  gleton  told  the  re¬ 
porters,  the  Post  made 
i  $192  million  in  pretax 
;  profits  over  10  years. 

Athough  there  is 
a  high-profile  antitrust 
case  under  way  in  fed¬ 
eral  court  involving  the 
San  Francisco  Examin¬ 
er  and  San  Francisco 
Chronicle  that  could. 


depending  on  how  the 
courts  interpret  it, 
eventually  impact  fu¬ 
ture  JOAs  among  news¬ 
papers,  Scripps  said  the 
case  did  not  hasten  the 
Denver  JOA.  “The  cur¬ 
rent  situation  in  San 
Francisco  had  no  bear¬ 
ing  on  our  decision  or 
the  [JOA]  filing,” 
Scripps  spokesman  Tim 
Stautberg  told  E^P. 

A  transcript  of  the 
Denver  papers’  May  19 
interview  with  Burleigh 
and  Singleton  can  be 
read  online  at:  http:// 
www.rockymountain 
news.com/news/0521 
trns2.shtml.  11 
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PABEONEADS 
OK  BY  GANNETT 

Gannett  Co.  Inc. 

reiterated  its 
policy  allowing  all  74 
of  its  dailies  to  run 
front-page  ads.  The 
issue  was  raised  by 
company  executives 
who  were  meeting 
at  a  publishers’ 
annual  convention 
early  in  May. 

USA  Today  began 
in  October  running 
one-inch  strip  ads 
across  the  bottom  of 
its  front  page  after 
selling  front-page  ads 
on  its  section  fronts 
for  some  time. 

A  “handful”  of 
Gannett's  local  pa¬ 
pers  currently  run 
front-page  ads, 
spokeswoman  Tara 
Connell  said,  adding 
that  Gannett  doesn’t 
have  a  count  of  those 
papers.  “The  policy 
has  always  been, 
they  were  able  to  if 

I  they  wanted  to,”  Con¬ 

nell  said.  “Nothing's 
changed.” 

Journalists  have 
long  considered  front¬ 
page  ads  a  breach  of 
a  newspaper’s  edito¬ 
rial  independence, 
but  ads  have  been 
creeping  onto  front 
pages  at  a  scattering 
of  papers.  Thomson 
Newspapers,  for  ex¬ 
ample,  began  allow¬ 
ing  front-page  ads 
in  1997. 

-  LUCIA  MOSES 

TEA.  OUTLETS 
JOIN  FORBES 

The  Sun-Sentinel 
of  Fort  Laud¬ 
erdale,  Fla.,  part¬ 
nered  last  week  with 


Muslims  in  Dallas  down  on  daily 


Protest  against  the  ‘Morning  News’ 
grows  on  a  number  of  fronts 

BY  MARK  FITZGERALD 

CHICAGO 

Feeling  disrespected  in  the  pages  and 
the  offices  of  the  newspaper,  some  Texas  Mus¬ 
lims  are  conducting  an  increasingly  visible 
campaign  against  The  Dallas  Morning  News. 

Nearly  every  Monday  since  the  end  of  February,  a 
group  calling  itself  Muslims  Against  Discrimination 
have  staged  rallies  in  front  of  the  Morning  News  to 
protest  what  they  say  is  anti-Islamic  bias  in  the  pa¬ 
per’s  reporting. 

Muslims  Against  Discrimination  have  also  organ¬ 
ized  a  subscription  boycott  and  created  a  Web  site 
(http://www.dallasnotnews.com)  that  includes  a 
“Black  List”  of  five  Morning  News  reporters  who  the 
group  says  have  “a  histoiy  of  carrying  anti-Muslim 
bias  in  their  news  reporting.”  The  group  is  especially 
upset  about  reporter  Steve  McGonigle,  who  is  labeled 
“Public  Enemy  #1”  on  the  Web  site. 

A  planned  meeting  between  the  group  and  top 


Lineup  clianges 
at  ‘Daily  News’ 


BY  LUCIA  MOSES  ] 
HE  New  York  j 

Daily  News'  new 
chief  editor  has 
juggled  a  number  of  the 
paper’s  top  editors,  re¬ 
flecting  a  new  emphasis 
on  enterprise  and  politi¬ 
cal  reporting.  j 

The  tabloid  named 
editors  Bill  Boyle  and 
Michael  Kramer  to  new 
positions  as  managing 
editors  for  enterprise  re¬ 
porting  and  political 
coverage,  respectively.  It 
also  is  adding  investiga¬ 
tive  reporters  and  creat¬ 
ing  an  enterprise  team. 

“We’re,  in  a  sense, 
making  politics  into  a 
specialty,”  said  Kosner, 
who  replaced  Debby 


Krenek  as  chief  editor  in 
March.  “I  think  a  way 
for  papers  today  to  dis¬ 
tinguish  themselves  is 
by  enterprise  and  inves¬ 
tigative  reporting.” 

In  other  changes.  Ex¬ 
ecutive  Editor  Robert 
Sapio  becomes  Sunday 
editor,  filling  Kosner’s 
former  role.  Sunday  Ex¬ 
ecutive  News  Editor  Lou 
Parajos  becomes  man¬ 
aging  editor  for  news, 
while  Assistant  Metro¬ 
politan  Editor  Dean 
Chang  becomes  city  edi¬ 
tor.  Still  vacant  is  the 
editorial  page  editor 
slot,  previously  occupied 
by  Michael  Goodwin, 
who  became  executive 
editor  in  March.  11 


newspaper  executives  ended 
badly  earlier  this  month  when 
the  Muslims  refused  to  meet  af¬ 
ter  learning  Publisher  Burl  Os¬ 
borne  would  be  unable  to  attend. 
The  group  is  also  angiy  about  let¬ 
ters  from  Morning  News  attor¬ 
neys  demanding  they  stop  using 
the  Morning  News  flag  and  copy¬ 
righted  articles  from  the  newspa¬ 
per  on  its  Web  site. 

Separately,  the  Morning 
News,  its  parent  company  Belo, 
and  four  of  its  reporters  are  being  sued  by  a 
Richardson,  Texas,  Muslim-run  charity.  The  Holy 
Land  Foundation  for  Relief  and  Development  con¬ 
tends  it  has  been  defamed  by  articles  it  says  accuse 


Gilbert  Ballon 


THE  DALLAS 
MORNING  NEWS 


|o aasiaiHBi-iBsagagasg  l— 


rl 


the  foundation  of  supporting  terrorist  activities. 
The  foundation  is  reportedly  the  target  of  a  federal 
investigation,  and  on  May  12  was  accused  of  being 
a  front  organization  for  the  militant  Middle  East 
Hamas  group  in  a  $200-million  lawsuit  filed  by  the 
parents  of  an  Israeli-American  student  killed  in  a 
1996  terrorist  bombing. 

“They  hate  Holy  Land  Foundation  and  they  hate 
Muslims  —  it  is  so  obvious,”  John  Janney,  who  main¬ 
tains  the  Muslims  Against  Defamation  Web  site,  said 
in  a  telephone  interview. 

“They  are  very  quick  to  add  the  words  ‘Muslim’  or 
‘Islam’  whenever  there  are  any  acts  of  violence ...  com¬ 
mitted  anywhere  in  the  world,”  added  founding  mem¬ 
ber  Mohamed  Elmougy. 

Morning  News  Executive  Editor  Gilbert  Bailon  said 
the  paper  has  examined  its  reporting  carefully  and 
simply  cannot  find  any  bias.  “Contrary  to  what  they 
say,  we  cover  the  Muslim  community  far  beyond  the 
[Mideast  violence]  aspect,”  he  said.  “The  real  conflict 
or  beef  is  between  [government  authorities]  and 
these  local  [Muslim]  orgemizations  —  not  with  us.”  H 
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'More!' in  store 


Papers  pumping  up  the  product 


New  or  expanded  coverage  planned 
by  dailies  from  coast  to  coast 


BY  JOE  STRUPP 

From  more  sports  coverage  in  New  York 
to  expanded  weather  reports  in  Seattle,  plans 
to  broaden  reporting,  add  sections,  and  oth¬ 
erwise  improve  the  product  were  announced  by  sev¬ 
eral  newspapers  last  week.  Editors  said  the  decisions 
behind  new  or  expanded  coverage  stemmed  from 
reader  demands  for  more  financial,  sports, 
or  reader-friendly  services  as 
well  as  efforts  to  reach  grow¬ 
ing  regional  audiences. 

Among  the  most  ambitious 
plans  is  the  New  York  Post's 
Sports  Week,  which  will 
launch  June  1  with  a  $1.50 
price  tag.  The  News  Corp.- 
owned  newspaper  is  expected 
to  publish  between  75,000  and 
100,000  copies  of  the  tabloid- 
style  publication  at  first,  with 
each  issue  offering  from  48  to 
52  pages  of  features,  expanded 
profiles,  and  statistics. 

“We  are  not  looking  at  it  as  a 
competitor  with  Sports  Illustrat¬ 
ed  or  Sport  magazine,”  said  Matt 
Romanoski,  the  new  tab’s  editor. 

“We  will  do  more  of  a  look  ahead 
than  they  do.”  Romanoski,  a  for¬ 
mer  Post  Sunday  editor,  said  the 
weekly  will  not  recycle  articles 
from  the  Post's  regular  sports  section,  but  will  focus  on 
longer  profiles,  investigative  features,  and  broader 
statistics.  He  said  the  paper  plans  to  assign  three  new 
refiorters  to  the  new  publication,  which  also  will  run 
columns  from  the  Post's  current  sportswriters. 

In  Pittsburgh,  a  new  problem-solving  program  for 
readers  is  being  promised  by  the  Post-Gazette,  accord¬ 
ing  to  an  announcement  published  in  the  daily.  The 
new  service,  entitled  “Post  Your  Problems,”  began  last 
week  in  the  Post-Gazette's  local  news  section.  The 
service  will  allow  residents  to  e-mail  or  write  in  re¬ 
quests  for  help  with  everything  from  getting  a  driver’s 
license  to  paying  property  taxes.  Two  veteran  re¬ 
porters  are  assigned  to  answer  the  questions.  In  addi¬ 
tion,  the  paper  vowed  to  provide  40%  more  news  in 
the  local  section,  which  it  plans  to  expand  with  more 
of  a  regional  focus,  but  with  the  same  city  neighbor¬ 
hood  reporting  included. 


On  the  West  Coast,  the  San  Francisco  Chronicle 
and  the  Seattle  Post-Intelligencer  both  promoted  ex¬ 
pansion  last  week,  with  each  eyeing  more  local  news. 

In  San  Francisco,  Chronicle  Managing  Editor  Jerry 
Roberts  said  the  paper  planned  to  add  Vfi  pages  of 
news  a  day  to  its  business  section,  while  also  focusing 
more  on  personal  finance  and  technology.  “Business 
is  the  story  for  us,”  said  Roberts.  “We  are  sitting  on  top 
of  Silicon  Valley,  and  we  are  giving  readers  home¬ 
grown  good  stuff.”  Other  changes,  according  to 
Roberts,  include  a  new  weekly  section  on  Friday  fo¬ 
cusing  on  local  news  and 
features;  expanded  local 
coverage  in  each  zoned  sec¬ 
tion  with  more  stories  and 
photos;  more  entertain¬ 
ment  and  leisure  news  and 
listings  in  the  Thursday  is¬ 
sue  of  the  paper;  and  in¬ 
creased  video  and  DVD 
coverage  in  the  Friday 
features  section. 

In  Seattle,  the  Post-In- 
telligencer,  facing  a.m. 
competition  from  The 
Seattle  Times  after  its  re¬ 
cent  move  to  morning 
publication,  began  a  col¬ 
or  weather  report  with 
more  maps,  cities,  and 
environmental  infor¬ 
mation.  It  also  started  a 
news  summary  page 
with  briefs  and  a  digest 
of  inside  stories. 

Finally,  at  The  Daily  Deal  —  the  investor  tabloid 
that  launched  last  year  —  plans  are  under  way  for 
five  new  bureaus  to  oyen  within  the  next  two 
months.  Editor  in  Chief  Bob  Teitelman  announced 
last  week  that  the  New  York-based  publication 
hoped  to  open  the  new  locations  in  San  Francisco, 
Washington,  Houston,  London,  and  Hong  Kong. 
“It’s  part  of  our  evolution,”  said  Kevin  Worth,  The 
Daily  Deals  chief  strategic  officer. 

The  Daily  Deals  editors  said  the  largest  bureau  is 
planned  for  San  Francisco,  with  coverage  focused  on 
Silicon  Valley  and  the  Pacific  Rim,  while  the  Hong 
Kong  bureau  will  be  the  base  of  operation  for  a  grow¬ 
ing  Asian  financial  report.  The  publication,  started 
last  September  and  boasting  daily  circulation  of 
25,000,  also  plans  to  expand  distribution  into  Chica¬ 
go  and  other  Midwestern  cities,  with  a  European  de¬ 
but  in  London  during  the  summer.  0 


New  York  Post  hopes  for  home  run  with  Sports  Week. 


the  area’s  National 
Public  Radio  affiliate 
to  create  a  newscast 
aimed  at  giving  lis¬ 
teners  comprehensive 
local  updates  five 
times  a  day,  the  com¬ 
panies  announced 
last  week. 

The  new  venture 
brings  together  staff 
from  the  Sun- 
Sentinel,  owned  by 
the  Tribune  Co.,  and 
WXEL-FM,  owned  by 
Barry  Telecommuni¬ 
cations  Inc.,  which 
are  working  together 
on  news  segments 
broadcast  twice  each 
hour,  according  to 
company  officials. 

The  joint  project 
launched  May  23  and 
includes  five-minute 
newscasts  between  7 
a.m.  and  9  a.m.  from 
Monday  to  Friday,  as 
well  as  an  expanded 
15-minute  news  pro¬ 
gram  at  noon. 

-  JOE  STRUPP 

N.E.  GROUP'S 
ON  THE  BLOCK 

The  Patriot  Ledger 
in  Quincy,  Mass., 
which  claims  to  be 
New  England’s  lar¬ 
gest  afternoon  paper, 
has  been  offered  for 
sale  along  with  its 
sister  paper,  The  En¬ 
terprise  in  Brockton, 
Mass.,  and  a  group  of 
weeklies. 

James  F.  Plugh, 
president  and  CEO  of 
parent  Newspaper 
Media  Corp.,  said  his 
recent  ill  health  led 
him  to  recommend 
the  sale  to  sharehold¬ 
ers.  Donaldson, 

Lufkin  &  Jenrette  is 
advising  the  company 
in  the  sale,  which  is 
expected  to  be  com- 
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pleted  before  the 
year's  end. 

Plugh  and  New 
York  financier  Frank  E. 
Richardson  bought  the 
Enterprise,  daily  cir¬ 
culation  42,000,  in 
1997.  They  bought 
the  Ledger,  daily  circu¬ 
lation  70,000,  and  the 
weekly  group  in  1998. 

-  LUCIA  MOSES 


tracking  stock  because  I  don’t  think  market  condi¬ 
tions  are  appropriate,”  said  Lauren  Rich  Fine,  me¬ 
dia  analyst  with  Merrill  Lynch. 

About  61%  of  Class  A  shares,  or  103.3  million, 
were  voted  in  favor  of  the  tracking  stock  at  the  com¬ 
pany’s  annual  meeting  May  23,  while  about  98%  of 
Class  B  shares,  or  826,756,  were  voted  in  favor  of 
the  proposal.  The  new  class  of  stock  will  be  sold  at 
the  IPO  price  to  Class  B  shareholders,  consisting 
mostly  of  the  Sulzberg¬ 
er  family  that  controls 
the  Times  Co.,  but  not 
to  Class  A  shareholders. 
Shares  also  will  be  of¬ 
fered  at  the  IPO  price 
to  Times  Co.  directors 
and  some  employees. 

Other  newspaper 
companies,  such  as 
Knight  Bidder  and  the 
Tribune  Co.,  also  have 
created  separate  units 
for  their  Internet  busi¬ 
nesses  and  are  consider¬ 
ing  following  the  Times 
Co.’s  IPO  example. 

A  tracking  stock 
would  enable  the  Times 
Co.  to  raise  capital  for 
acquisitions  and  offer 


BY  LUCIA  MOSES 

WITH  THE  CURRENT  INITIAL  PUBLIC  OFFER- 
ing  (IPO)  climate  uncertain  at  best,  the 
New  York  Times  Co.’s  proposed  tracking 
stock  for  its  Internet  assets  was  given  only  tepid  sup¬ 
port  by  many  company  shareholders  last  week. 

When  the  Times  Co.  de¬ 
cided  in  January  to  issue  a 
separate  class  of  stock  for 
the  unit  now  called  New 
York  Times  Digital,  it 
sought  to  take  advantage 
of  a  soaring  IPO  market  to 
realize  more  value  for  its 
Internet  assets. 

Digital,  which  includes 
the  Web  sites  for  The  New 
York  Times  and  The 
Boston  Globe,  racked  up 
losses  to  the  tune  of  $10 
million  in  the  first  quarter 
of  2000,  nearly  double  the 
losses  in  the  year-ago  peri¬ 
od.  Revenue  more  than 
tripled  to  $11.6  million 
during  the  same  period. 

Since  January,  Inter¬ 
net  stocks  have  shed 
much  of  their  value,  leading  to  the  delay  or  cancel¬ 
lation  of  many  IPOs.  The  Times  Co.  said  its  offering 
date,  which  has  not  been  set,  will  depend  on  market 
conditions.  It  may  have  to  wait  a  while. 

“I  don’t  know  that  they’ll  go  forward  with  the 


.win«to<t»y 


There  isn't  much 
good  news  from 
the  metro  dailies  that 
went  missing  in  ac¬ 
tion  from  the  Audit 
Bureau  of  Circula¬ 
tions  FAS- FAX  report 
eariier  this  month. 

According  to  the 
ABC  suppiement  re¬ 
leased  recently,  for 
the  six  months  ended 
March  31,  The  Plain 
Dealer  in  Cleveland 
reported  a  daily  circu¬ 
lation  of  378,983, 
down  4.0%  from  a 
year  ago,  and  Sunday 
circulation  of 
492,712,  down 
2.8%.  The  Detroit 
Free  Press  was  down 
2.1%  on  weekdays  to 
361,184,  while  its 
joint  operating  agree¬ 
ment  partner.  The  De¬ 
troit  News,  was  up 
2.1%  to  242,179. 
The  jointly  produced 
Sunday  Detroit  News 
and  Free  Press  was 
off  2.8%  to  761,384. 

The  Eliin  Gonzilez 
story  didn't  help  The 
Miami  Herald,  whose 
Monday  and  Thurs¬ 
day  through  Saturday 
aveiage  declined 
0.3%  to  356,128 
and  whose  Sunday  is¬ 
sue  was  down  2.0% 
to  453,375.  But  the 
paper's  Spanish-lan- 
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Readers  to  get  hand-held  scanners 

Print/online  bar-cod( 

Journal  Communications,  E.W.  Scripps 
join  Belo  in  adopting  the  technology 

BY  LUCIA  MOSES 

Two  MORE  NEWS- 

paper  companies 
have  joined  Belo 
in  being  among  the  first 
to  adopt  technology  that 
will  automatically  link 


Belo  {E&P,  May  15,  p. 
37),  plan  to  give  readers 
hand-held  scanners  and 
devices  from  DigitalCon- 
vergence.com,  a  Dallas- 
based  software  company. 

When  a  device  is 
plugged  into  a  computer, 
readers  can  use  the  scan¬ 
ner  to  jump  from  a  bar 
code  under  a  newspaper 


story  or  ad  to  more  de¬ 
tailed  information  about 
the  story  or  product  on 
the  Web. 

The  three  companies 
also  will  distribute  soft¬ 
ware  that  will  link  their 
TV  stations  with  related 
Web  content. 

Similar  technology  is 
already  in  use  at  The  Post 


their  print  editions  to 
the  Internet. 

Journal  Communica¬ 
tions,  parent  of  the  Mil¬ 
waukee  Journal 
Sentinel,  and  the  E.W. 
Scripps  Co.,  along  with 


12  EDITOR& PUBLISHER  MAY  29,  2000 


www.editorandpublisher.com 


r 


1 


f 


and  Courier  in 
Charleston,  S.C.  (E&P, 
May  8,  p.  44). 

“It’s  an  easy-to-use 
mechanism,”  said  Pat 
Stiegman,  editor  of 
Journal  Interactive,  the 
Web  unit  for  the  Journal 
Sentinel  and  its  sister 
community  papers  and 
TV  and  radio  stations.  “I 
think  people  will  get 
used  to  the  product  very 
quickly.  You  don’t  have 
to  memorize  any  long 
Web  addresses.” 

Once  the  technology  is 
in  place.  Journal  Sen¬ 
tinel  readers  will  be  able 
to  go  directly  to  accom¬ 
panying  multimedia 
news  packages  on  the 
paper’s  Web  site,  he  said. 


The  technology  is  an 
answer  for  newspapers, 
which  are  trying  to  re- 


could  jump  to  a  photo  of 
the  home,  or  a  movie  ad 
could  take  readers  to  a 
trailer,  for  example. 

Belo  is  likely  to  be  the 
first  of  the  three  to  im¬ 
plement  the  technology. 
In  August,  it  expects  to 
begin  the  rollout  at  its 
eight-member  newspa¬ 
per  group,  led  by  The 
Dallas  Morning  News, 
and  broadcast  group. 

Journal  Communica¬ 
tions  said  it  will  start  dis¬ 
tributing  scanners  and 
accompanying  computer 
devices  to  the  public  lat¬ 
er  this  year. 

Scripps,  which  made  a 
small,  undisclosed  in¬ 
vestment  in  DigitalCon- 
vergence.com,  hasn’t  set 


a  rollout  date  for  its  TV 
group  and  newspapers, 
led  by  the  Denver  Rocky 
Mountain  News,  a 
spokesman  said. 

Belo  made  a  $37.5- 
million  investment  in 
DigitalConvergence- 
.com,  giving  it  a  6% 
stake  in  the  company, 
which  it  called  its  “most 
significant  investment  to 
date.”  E.xecutives 
demonstrated  the  scan¬ 
ners  at  a  gathering  of  in¬ 
vestors  and  analysts  in 
New  York  last  week. 

Edw'ard  Atorino  of 
Wasserstein  Perella  Se¬ 
curities  Inc.,  who  attend¬ 
ed  the  meeting,  called 
the  investment  “very, 
veiy  promising.”  11 


guage  hermana  (sis¬ 
ter)  newspaper,  £/ 
Nuevo  Herald,  was  up 
big:  increasing  8.6% 
on  weekdays  to 
87,438  and  8.4%  on 
Sundays  to  96,896. 

-  MARK  FITZGERALD 


Belo  is  likely  to  j 
be  the  first  of  j 
the  three  to  i 
implement  the  | 
technology. 


Tribune  Co.  of 
Chicago  named 
Kathleen  M.  Waltz 
president,  publisher, 
and  CEO  of  Orlando 
Sentinel  Communica¬ 
tions  on  Friday. 

Waltz,  46,  held  the 
same  position  at  the 
Daily  Press  in  New¬ 
port  News,  Va. 

She  succeeds  John 
Puerner,  recently 
named  president  and 
publisher  of  the  Los 
Angeles  Times,  whose 
parent  Times  Mirror 
Co.  is  being  acquired 
by  Tribune  in  an  $8- 
billion  deal. 

-  CARL  SULLIVAN 


main  relevant  when  peo¬ 
ple  can  get  news  and 
deep  content  on  the  Net, 
Beyond  that,  the  hope  is 
to  generate  more  rev¬ 
enue  by  charging  adver¬ 
tisers  premium  rates  to 
run  bar-coded  ads.  A 
classified  real-estate  ad 


A  'huge  stoiy’ 


ing  interest  in  China,  and  its  finan¬ 
cial  importance.  “We’ve  been  de¬ 
voting  ever-greater  resources  r 
to  coverage  of  China  for  quite  Y 
some  time  now,  and  I  A 

would  expect  that  trend  to  / 
continue,”  Dow'  Jones  V/ 

spokesman  Richard 
\  Tofel  said.  11 


But  no  rushing  to  do  more  on  cusp 
of  permanent  normal  trade  relations 


BY  LUCIA  MOSES 

Major  news  organizations,  which 
have  been  devoting  increasing 
resources  to  covering  China  f- 
for  some  time,  say  they  plan  no  spe-  z' 
cial  response  now  that  the  Unit-  >  i 

ed  States  is  on  the  cusp  of  , 

establishing  permanent 
normal  trade  relations  ^ 

with  that  country.  r 

The  U.S.  House  of  Repre- 
sentatives  last  week  voted  to 
end  a  Cold  War-fostered  era  c  , . 
of  economic  restrictions.  f 

The  Washin^on  Post,  iov  vv 

example,  has  added  staff  in 
Beijing  and  moved  its  Asian  eco- 
nomic  correspondent  from  Tokyo  to 
Hong  Kong  in  recent  years.  Deputy  Foreign  Ed¬ 
itor  Edw'ard  Cody  said.  “We  for  some  time  have 
been  running  to  catch  up  with  the  China  story,” 
Cody  said.  “It’s  a  huge  story.” 

Similarly,  The  Wall  Street  Journal  and  parent  Dow 
Jones  &  Co.  Inc.  have  been  taking  advantage  of  grow- 


Ken  Thomson, 
who  helped 
build  his  father’s 
print  company  into 
one  of  the  world’s 
major  newspaper 
companies,  said  he 
plans  to  retire  as 
chair  of  Thomson 
Corp.  within  the  next 
two  years,  according 
to  Reuters. 

Thomson,  76, 
who  is  known  for 
keeping  a  low  profile, 
took  the  helm  of  the 
newspaper  chain  in 
1976,  after  the 
death  of  his  father, 
Roy  Thomson.  The 
younger  Thomson 


Land  of  opportunity? 


U.S.  newspapers  are  already  on  the  map  in  China,  but 
their  presence  is  likely  to  grow  with  permanent  normal 
trade  relations  apparently  on  the  agenda  in  Washington. 
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built  the  company 
into  an  international 
electronic  communi¬ 
cations  powerhouse. 

It  now  reaps  revenue 
of  more  than  $5  bil¬ 
lion  annually. 

Thomson  Corp.  an¬ 
nounced  in  February 
that  it  planned  to  sell 
all  of  its  newspapers, 
except  The  Globe  and 
Mail  in  Toronto. 

Ken  Thomson,  esti¬ 
mated  to  be  worth 
about  $21  billion 
(Canadian),  said  age 
was  a  primary  factor 
in  his  decision  to  step 
down.  He  said  his  42- 
year-old  son  David  is 
expected  to  take  over 
upon  his  retirement. 

-  JOE  STRUPP 

ATTACK  CLAIMS 
TWO  NEWSMEN 

An  Associated 
Press  TV  cam¬ 
eraman  and  a 
Reuters  correspon¬ 
dent  were  killed  last 
week  in  Sierra  Leone 
when  suspected 
rebels  ambushed 
their  vehicles,  ac¬ 
cording  to  AP.  Four 
Sierra  Leone  soldiers 
also  lost  their  lives  in 
the  attack,  while  two 
other  Reuters  journal¬ 
ists  were  wounded. 

Miguel  Gil  Moreno 
de  Mora,  32,  of  AP 
Television  News,  and 
Kurt  Schork,  53,  of 
Reuters,  both  died 
May  24  after  they 
were  shot  near  Rog- 
beri  Junction.  There 
had  been  intense  mil¬ 
itary  activity  by  pro¬ 
government  forces 
and  rebels  of  the  Rev¬ 
olutionary  United 
Front  in  the  area, 

U.N.  officials  said. 

-  JOE  STRUPP 


The  rules  of  engagement 

Candidates  vs.  Gannett  gronp 


New  Jersey’s  U.S.  Senate  hopefuls 
‘surprised’  participants  in  debate 


Jim  Florio 

Ex-governor 
New  Jersey 


BY  JOE  STRUPP 

Did  Gannett 
New  Jersey 
Newspapers 
lure  U.S.  Senate  candi¬ 
dates  Jim  Florio  and 
Jon  Corzine  into  a  de¬ 
bate  before  dozens  of 
newspaper 
editors  under 
false  preten¬ 
ses?  Or  did 
the  two  politi¬ 
cians  vying 
for  the  Demo¬ 
cratic  nomi¬ 
nation  to 
become  New 
Jersey’s  next 
senator  sim¬ 
ply  misunder¬ 
stand  the 
rules  of  the  event? 

The  answer  depends 
on  who  you  ask. 

Robert  Ingle,  state 
capital  bureau  chief  for 
the  seven-paper  chain 
owned  by  Gannett  Co. 
Inc.,  said  Florio,  a  for¬ 
mer  New  Jersey  gover¬ 
nor,  and  Corzine, 
former  CEO  of  Gold¬ 
man  Sachs,  were  sent  a 
letter  two  months  ago 
inviting  them  to  a  May 
18  meeting  with  editors 
from  each  of  the  chain’s 
papers.  He  said  the  let¬ 
ter  made  clear  that  the 
meeting  would  include 
both  candidates  and  be 
part  of  each  paper’s  en¬ 
dorsement  process. 

“The  point  was  to  get 
everyone  together  at  the 
same  time  instead  of 
having  different  meet¬ 
ings  with  each  candi¬ 
date  and  editors  from 


each  paper,”  said  Ingle. 
“We  were  trying  to  save 
time  for  the  candidates 
and  for  our  people,  who 
have  a  lot  of  local  races 
to  cover.” 

But  when  Corzine 
and  Florio 
showed  up 
for  the  gath¬ 
ering,  each 
was  sur¬ 
prised  to  find 
that  he 
would  not  be 
interviewed 
alone,  ac¬ 
cording  to 
campaign 
aides  for  the 
candidates. 
Each  said  he  was  invit¬ 
ed  under  different  cir¬ 
cumstances. 

“Mr.  Ingle  spoke  per- 


day  that  would  be  more 
convenient,  I  was  told 
it  would  be  impossible 
because  that 
was  the  slot 
of  another 
Senate  candi¬ 
date.” 

Jim  La- 
nard,  a  Florio 
spokesman, 
said  he  also 
misunder¬ 
stood  the 
ground  rules 
for  the  meet¬ 
ing.  “We  were 
never  told  Mr.  Corzine 
would  be  there,”  he 
said.  “I  had  been  as¬ 
sured  that  Gov.  Florio 
would  be  there  without 
the  other  side.” 

Ingle  stood  by  his 
contention  that  the 
campaigns  were  prop¬ 
erly  informed  of  the 
meeting  arrangement, 
and  said  they  should 
have  realized  that  the 


Jon  Corzine 

Ex-CEO 
Goijjman  Sachs 


Jersey  Newspapers  are 
\heAsbury  Park  Press 
of  Neptune,  The  Couri¬ 
er-News  of 
Bridgewater, 
the  Courier- 
Post  of  Cher¬ 
ry  Hill,  The 
Daily  Jour¬ 
nal  of 

Vineland,  the 
Daily  Record 
of  Morris¬ 
town,  the 
Home  News 
Tribune  of 
East 

Brunswick,  and  the 
Ocean  County  Observer 
of  Toms  River. 

In  the  end,  both 
Corzine  and  Florio  said 
they  believed  the  de¬ 
bate  format  was  good 
and  were  disappointed 
only  that  the  event  was 
not  recorded  for  TV  or 
radio  replay.  “From  an 
information-gathering 
point  of  \iew,  it  was  a 


“The  point  was  to  get  everj^one 
together ...  We  were  trying  to 
save  time  for  the  candidates  and 
for  our  people,  who  have  a  lot  of 
local  races  to  cover.” 


—  ROBERT  INGLE 

Gannett  New  Jersey  Newspapers 


sonally  with  me  twice 
before  the  meeting  and 
each  time  voluntarily 
offered  that  each  of  the 
candidates  for  Senate 
were  to  have  individual 
slots  before  the  editori¬ 
al  board  at  different 
times,”  said  Steve  Gold¬ 
stein,  a  Corzine 
spokesman.  “In  fact, 
when  we  wanted  to 
schedule  Jon  Corzine 
for  another  time  that 


event  would  include 
both  candidates  after  a 
similar  editorial  board 
meeting  with  the  four 
Republican  candidates 
for  Senate  was  held 
May  16,  and  reported 
in  the  Gannett  New 
Jersey  Newspapers 
May  17.  “There  was  a 
picture  in  the  papers 
that  showed  all  four 
candidates,”  he  said. 

The  Gannett  New 


brilliant  move,”  said 
the  Florio  campaign’s 
Lanard.  “It  got  both  of 
them  in  the  room.” 

Ingle  said  the  news¬ 
paper  group  had  con¬ 
ducted  similar  editorial 
board  meetings  with 
other  statewide  office¬ 
holders,  but  this  was 
the  first  held  during  an 
election.  He  added,  “It 
is  something  we  will  be 
doing  more  often.”  11 


14  editor  &  PUBLISHER  MAY  29,  2000 


www.editorandpublisher.co 


c 


I 


PMC.  Now  we're  more 
than  just  TV  books; 
we're  the  outsource 
solution  for  all  your 
advertising  sales  needs. 

Save  time  and  grow  ad  revenues  with  PMC 


PMC  has  long  been  the 
leader  in  helping  newspapers 
launch,  print  and  sell 
advertising  in  quality  TV  books. 
Now  we’re  ready  to  meet  your 
needs  for  temporary,  startup 
and  supplementary  sales  forces. 
Our  experienced  staff  of 
newspaper  managers  and  sales 
people  can  help  in  ways  you 
never  thought  possible.  We  can 
assist  with  your  Web  site  sales, 
special  sections  sales  and 
management  training,  using 
custom  programs  designed  for 
the  unique  needs  of  your 
newspaper.  Of  course,  we’re  still 
in  the  TV  book  business.  As  the 
nation’s  oldest  and  largest 
producer  of  complete  TV  book 
packages,  we  can  do  it  better 


than  anyone  else.  In  fact,  PMC 
has  helped  many  of  our 
customers  successfully  cover  the 
cost  of  their  TV  books  and  our 


PMC  OFFERS  THREE  DISTINCT 
LEVELS  OF  TV  BOOK  SERVICE: 

O  Full-service  sales 
AND  print:  PMC  provides 
everything.  The  book  comes  to 
you  printed  and  ready  for 
insertion  -  and  we  help  you  fill 
it  with  ads. 

O  Sales  and  Production: 
PMC  helps  generate  and  place 
all  advertising,  designs  the  book, 
and  provides  you  with 
completed  pages  each  week  so 
you  can  print  it  yourself. 


►  O  Sales  only:  For  those  who 
design  and  publish  their  own 
bocks,  PMC  assists  you  in 
developing  a  strategy  to 
overcome  problems  reaching 
your  sales  goals.  Smaller 
newspapers  can  also  join  our 
Smart  TV  program  which  offers 
this  ironclad  guarantee:  “Your 
advertising  sales  will  cover  the 
cost  of  all  PMC  consulting  and 
sales  fees.” 


PMC  can  help  bring  in  | 
national  revenues,  as  well,  with  I 
ads  from  cable  channels,  i 
syndicators,  networks,  and  \ 
other  sources.  We  can  even 
ensure  that  your  sales  strategies  i 
are  in  line  with  the  i 
demographics  of  your  market  ; 


through  state-of-the-art  analysis. 
PMC  also  offers  outstanding 
reader-fnendly  design,  on-time 
delivery,  and  highly  competitive 
printing  prices. 

PMC  works  with  more  than 
135  newspapers  representing 
16-million  households  across 
the  country.  Start  saving  by 
putting  our  experience  to  work 
for  you.  Call  (713)  780-7055 
today. 

pmc 

nvH  ManciBing 

Concepts 
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MARYLAND 


Anthony  Barbieri 

Anthony  Barbieri,  52,  has  been  named 
managing  editor  of  The  Sun  in  Baltimore. 
He  had  been  assistant  managing  editor 
for  metropolitan  news.  Barbieri,  a  32- 
year  Sun  veteran,  began  at  the  paper’s 
Washington  bureau  as  a  copy  boy  to  help 
put  himself  through  George  Washington 
University,  and  joined  the  city  desk  after 
graduation  in  1970.  Barbieri  replaces  William  K.  Marimow, 
who  was  named  editor  of  The  Sun  in  April. 


Honolulu  Star-Bulletin 

Unusual  opportunity  to  own  and  operate  a  well- 
respected  newspaper  in  a  unique  island  communi¬ 
ty.  With  approximately  62,000  paiid  circulation  and 
a  nationally  award-winning  news  staff,  the 
Honolulu  Star -Bulletin  serves  the  state  capital  and 
other  areas  on  the  island  of  Oahu.  The  newspaper 
also  publishes  an  acclaimed  online  edition,  star 
bulletin.com,  which  receives  nearly  4  million  hits 
per  week  from  all  over  the  world.  Subscription  list 
and  other  assets  of  the  oldest  daiily  newspaper  in 
Hawaii  are  for  sale.  A  printing  contract  cmd  assets 
used  for  publication,  production,  distribution,  and 
circulation  also  are  available.  Formal  expressions 
of  interest  due  by  June  19,  2000.  For  more  infor¬ 
mation,  contact  Phil  Murray  or  Jeffrey  Potts  at 
Dirks,  Van  Essen  &  Murray,  (505)  820-2700  or 
email:  info@dirksvanessen.com. 


Dirks,  Van  Essen  &  Murray 


1119  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO 

E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 
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CALIFORNIA 
Donald  J.  Parks  to  retail  advertising  direc¬ 
tor  at  the  San  Francisco  Newspaper 
Agency,  the  joint  operating  arm  of  the 
San  Francisco  Chronicle  and  San  Fran¬ 
cisco  Examiner,  from  manager  of  retail 
advertising. 

John  Zappe  to  the  newly  created  position 
of  vice  president  for  new  media  at  Los 
Angeles  Newspaper  Group  from  new 
media  director  for  Belo  Interactive  at 
The  Press-Enterprise  in  Riverside. 

Mike  Klobuchar  to  retail  major  accounts 
advertising  director  from  retail  advertis¬ 
ing  manager  for  The  News  Tribune  in 
Tacoma,  Wash. 

FLORIDA 

Dean  Rock  to  sports  editor  at  The  Florida 
Times-Union  in  Jacksonville  from  sports 
editor  of  The  Times  in  Shreveport,  La. 
Rock  succeeds  James  Nasella. 

INDIANA 

John  Rung  to  advertising  director  for  The 
Evansville  Courier  &  Press  from  adver¬ 
tising  director  at  The  Northwest  Herald 
in  Crystal  Lake,  Ill.  Rung  succeeds  Jack 
Pate,  now  president  and  publisher  of  the 
San  Angelo  (Texas)  Standard-Times. 
James  Michaels  to  director  of  new  media 
from  publishing  systems  administrator. 
Michaels  succeeds  James  Derk,  who 
joined  GE  Plastics  in  Mount  Vernon. 

MONTANA 

Heidi  Wright  to  publisher  of  The  Montana 
Standard  in  Butte  from  comptroller. 
Wright  succeeds  Jim  Fillaggi,  who  resigned. 

NEW  YORK 

Jerome  Leshne  to  vice  president  of  investor 
relations  for  Dow  Jones  &  Co.  in  New 
York.  He  had  been  vice  president  of  in- 


1  TEXAS 

Leslie  ^ 
Magalios 

to  display  adver¬ 
tising  director 
for  local  territory 
accounts  at  The  Dallas  Morning 
News  from  category  director  of 
retail  merchandising  at  The 
Orange  County  (Calif.)  Register. 


www.editorandpublisher.com 


...  , 


I  vestor  relations  for  Global  Crossing  Ltd.  | 
j  until  April.  i 

NORTH  CAROLINA  | 

Pamela  “RJ."  Browning  to  advertising  direc-  I 
!  tor  of  The  Asheville  Citizen-Times  from  j 
I  retail  advertising  manager.  Browning  i 
1  succeeds  Larry  K.  Whitaker,  now  president 
and  publisher  of  the  Chronicle-Tribune  in  j 
!  Marion,  Ind.  | 

!i 

I  SOUTH  DAKOTA 

John  B.  “Jay"  Winkler  to  circulation  director 
at  the  Arg^s  Leader  in  Sioux  Falls  from  j 
!  circulation  director  at  the  Chronicle-Tri- 
\  bune  in  Marion,  Ind.  Winkler  succeeds 
Richard  Bell,  now  circulation  director  at 
I  the  Lansing  (Mich.)  State  Journal. 

\  TEXAS  t 

Vicki  Vaughan  to  business  editor  at  the  San  j 
Antonio  Express-News  from  assistant  i 
j  business  editor.  Vaughan  succeeds  j 

Charlotte-Anne  Lucas.  ! 


NEWSPEOPLE 

- -OBITUARIES- 

Joseph  McNamara 

76,  Died  May  15 

WRITER  OF  NEW  YORK  DAILY  NEWS'  “THE  JUSTICE  STORY” 

4  "Toe  Mac,’  the  soft-spoken  scribe  who  spent  17  years 
•J  recounting  grisly  crimes  in  “The  Justice  Story,”  died  May 
15,  nine  days  after  undergoing  throat  surgery. 

McNamara,  a  standout  guard  and  captain  of  the  Seton  Hall 
University  basketball  team,  was  talented  enough  to  enter  the 
NBA,  but  opted  for  poetry  in  the  classroom  over  the  court,  and 
spent  three  years  teaching  languages.  On  a  whim,  he  left  to  become  a  reporter- 
photographer  for  the  DenxhUe  (N  J.)  Herald.  He  later  worked  at  Thx  Star-Ledger  in 
Newark,  N  J.,  and  the  old  New  York  Journal  American  before  joining  the  Daily 
News  rewrite  desk  in  I960.  Joe  Mac  was  a  master  of  distilling  reporters’  notes  into 
the  beautiful,  blue-collar  prose  of  a  New  York  tab.  “He  made  it  look  so  easy.  I  used 
to  sit  and  watch  him  work,  like  you  watch  anyone  who’s  the  best  at  what  he  does,” 
said  former  News  Editor  F.  Gilman  Spencer.  Joe  Mac  gained  acclaim  outside  the 
newsroom  when  he  took  over  the  News'  long-running  “Justice  Story”  feature, 
which  in  Chandleresque  fashion  chronicled  crimes  disinterred  from  the  News  files. 
In  such  tales  as  “Murder  in  the  Snow”  and  “The  Reno  Butcher,”  he  treated  readers 
to  murder,  mobsters,  and  muggers  in  a  style  as  smooth  as  the  crimes  were  hard- 
boiled.  He  recently  finished  editing  a  book-length  collection,  “The  Justice  Story.” 


Laura  Dennis  to  managing  editor  of  the  i 
j  Odessa  American  from  assistant  manag-  i 

ing  editor.  Dennis  succeeds  John  Kerr,  | 
now  executive  editor. 

I  ' 

I  VERMONT 

Susan  Reing  to  senior  copy  editor  at  the 
j  American  News  Service  in  Brattleboro  j 

!  from  weekend  editor  at  The  Keene  (N.H.)  j 

Sentinel.  ! 

VIRGINIA 

j  Wendy  Zomparelli  to  president  and  pub- 
j  lisher  of  The  Roanoke  Times  from  vice 
president  and  general  manager.  Zompar-  j 
elli  will  succeed  Walter  Rugaber  when  he  j 
retires  Dec.  1.  | 

CORRECTION 

j  In  E^P,  May  15,  p.  21,  the  following  item  j 
I  was  rendered  incorrectly,  and  should  i 
j  have  read:  Dee  Carpenter  to  president  and 
publisher  of  The  Virginian-Pilot  in  Nor¬ 
folk  from  general  manager.  Carpenter  | 
succeeds  Bruce  Bradley,  who  resigned  to  j 
devote  more  time  to  his  duties  as  presi-  I 
dent  of  Norfolk-based  parent  Landmark  j 
I  Publishing  Group.  I 


Bill  Cox 

73,  Died  May  19 
FORMER  COLUMNIST  AND  CITY  | 
EDITOR  FOR  THE  AMARILLO  (TEXAS) 
DAILY  NEWS  AND  GLOBE  TIMES 

COX  ENTERED  NEWS-  | 

papering  at  age  16,  j 
when  he  dropped  out  of  | 
high  school  to  work  as  a  j 
full-time  reporter  for  j 
the  Amarillo  Times.  He 
later  was  news  director 
at  an  Amarillo  radio  sta¬ 
tion  and  editor  of  an 
Amarillo  weekly.  He  also 
held  various  jobs  vdth 
the  Borger  News-Herald, 
Odessa  American,  and 
Lamesa  Press-Reporter. 

In  the  mid-1970s,  Cox 
joined  the  News  and  j 
Globe  Times'  editorial 
staff.  He  became  city  j 
editor  in  1981.  He  re-  1 
tired  in  1991  and  since  i 
then  devoted  his  time  to  ! 
free-lance  writing.  i 


Randy 

Hammericksen 

53,  Died  May  18 
SPORTS  COLUMNIST  AND  FORMER 
SPORTS  EDITOR  OF  THE  MAIL 
TRIBUNE  IN  MEDFORD,  ORE. 

AMMERICKSEN, 

who  died  after  suf¬ 
fering  a  stroke  and  brain 
aneurism,  worked  at  the 
now-deftinct  Oceanside, 
Calif.,  Blade-Tribune, 
Corvallis  (Ore.)  Gazette- 
Times  and  Eureka,  Calif., 
Times-Standard  before 
joining  the  Mail  Tribune 
in  1987  as  sports  editor, 
becoming  its  primary 
sports  columnist  in  1996. 

Lyle  E.  ‘Butch’ 
Parker 

53,  Died  May  5 
PRODUCTION  DIRECTOR  FOR  THE 
EAGLE  IN  BRYAN,  TEXAS 

PARKER,  WHO  SPENT 
31  years  in  newspa¬ 


per  production,  died  of 
cancer.  Parker  began 
at  the  Waco  (Texas)  Trib¬ 
une-Herald  in  1969  as  an 
apprentice,  and  worked 
his  way  up  to  production 
director.  He  joined  The 
Eagle  as  production  di¬ 
rector  in  1996. 

Bob  Verlin 

81,  Died  May  18 

FORMER  PHOTOGRAPHER  FOR  THE 

NOW-DEFUNCT  HOUSTON  POST 

VERLIN  FLEW  PHOTO- 
graphic  missions 
vYith  the  U.S.  Army  Air 
Corps  during  World  War 
11.  Later,  he  worked  for 
United  Press  Internation¬ 
al  in  Miami,  The  Miami 
Herald,  and  The  Houston 
Post.  At  the  Post,  he  was 
nominated  for  a  Pulitzer 
Prize  for  a  photo  of  a 
woman  collapsed  in  front 
of  her  burning  home. 


The  John  E.  Anderson 
Graduate  School  of  Man- 
agementat  the  Universi¬ 
ty  of  California  at  Los 
Angeles  announced  the 


winners  of  the  2000 
Gerald  Loeb  At\  ards 
for  Di.stinguished  Busi¬ 
ness  and  Financial 
Journalism.  Honorees  - 
in  newspaper  categories 
were:  (Large  newspa¬ 


pers)  Ellen  E.  Schultz, 
The  Wall  Street  Journal-, 
(Midsize  newspapers)  Al¬ 
ison  Young,  Jeffrey  Tay¬ 
lor,  and  Janet  Fix,  Detroit 
Free  Press;  (Small  news¬ 
papers)  Harris  Meyer, 


'New  Times,  Hollywood, 
Fla.;  (Commentary) 

David  Ignatius,  The 
Washington  Post;  (Dead¬ 
line/beat  writing)  lanthe 
Jeanne  Dugan,  The  ' 
'Washington  Post.  The 


2000  Lifetime  Achieve¬ 
ment  Award  will  be  pre¬ 
sented  to  Norman 
Pearlstine,  editor  in  chief 
of  Time  Inc.  Award  win¬ 
ners  and  finalists  will  be 
honored  June  26. 
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UtESn  I1II1IILE6E 

Minnesota’s  littlest  daily  wins  a  big  victory 
for  the  right  to  report  about  public  meetings 


As  ANY  REPORTER  WHO  EVER 
covered  the  municipal  beat 
knows,  people  say  the  damdest 
things  at  town  council  meet¬ 
ings.  They  can  be  outrageous,  they  can  be 
profane,  they  can  ride  their  hobbyhorses 
well  beyond  the  point  of  tedium.  But  ever 
since  the  first  New  England  villagers  gath¬ 
ered  in  annual  meetings  to  suss  out  their 
concerns,  Americans  have  always  believed 
that  the  rewards  of  openly  discussing  pub¬ 
lic  business  are  well  worth  the  tiresome 
and  tawdry  remarks  that  are  an  inevitable 
part  of  the  process.  And 
across  the  United  States, 
newspapers  report  on  that 
I  open  discussion  confident 
I  that  they  need  not  fear  le- 
j  gal  retribution  if  their  ac¬ 

counts  of  public  meetings 
are  accurate  and  fair. 

In  recent  months,  how¬ 
ever,  an  appeals  court  in 
Minnesota  tried  to  rewrite 
the  rules  of  this  legal  doctrine  of  “fair-and- 
accurate  reporter’s  privilege.”  The  state 
appellate  court  ruled  that  a  showing  of 
“common-law  malice”  —  that  is,  simple 
spite  or  personal  ill  will  by  a  reporter  or 
newspaper  —  trumps  the  privilege.  Ruling 
on  the  case  of  a  policeman  who  believes  he 
was  defamed  when  the  local  paper  report¬ 
ed  on  an  accusation  made  at  a  council 
meeting,  the  appeals  court  set  a  precedent 
that  could  have  opened  up  all  meeting 
coverage  —  even  stories  that  were  scrupu¬ 
lously  fair  and  accurate  —  to  legalistic  sec¬ 
ond-guessing  about  reporters’  motives. 
The  good  news  is  that  this  threat  to  news¬ 
rooms  all  over  Minnesota  was  stopped  by 
the  principled  legal  battle  fought  by  the 
smallest  daily  newspaper  in  the  state,  the 


3,745-circulation  Crookston  Daily  Times. 

It  would  have  been  easy  for  the  Daily 
Times  to  walk  away  from  this  fight.  After 
all,  it  won  a  kind  of  halfway  victory  in  the 
appeals  court  decision  —  and  the  police¬ 
man’s  case  is  pretty  weak  no  matter  how 
limited  the  reporter’s  privilege.  Crookston 
Police  Sgt.  Gerardo  Moreno  sued  after  the 
Daily  Times  reported  the  police  depart¬ 
ment  was  investigating  claims  made  dur¬ 
ing  a  city  council  meeting  that  the 
detective  sold  drugs  from  the  trunk  of  his 
squad  car.  In  fact,  there  was  an  investiga¬ 
tion,  which  cleared 
Moreno.  Exactly  how 
Moreno  can  prove  the  pa¬ 
per  defamed  him  is,  to  be 
charitable,  unclear.  But 
the  paper’s  lawyer,  Paul 
Hannah,  notes  that  the 
Daily  Times  was  alert  to 
the  bigger  threat  the  ap¬ 
pellate  court’s  decision 
posed  for  local  reporting: 

I  “If  reporters  were  forced  to  investigate 
I  every  claim  made  at  a  public  meeting,  it 
might  have  caused  papers  to  pull  back  on 
their  coverage.” 

i  The  Daily  Times  took  the  case  to  the 
i  Minnesota  Supreme  Court,  which  earlier 
I  this  month  affirmed  that  fair  and  accurate 
1  reporting  is  privileged  —  though  it  warned 
j  that  a  story  can  still  be  defamatory  if  it  uses 
j  material  from  outside  a  public  proceeding 
i  to  give  an  unfair  impression.  Joumcilists 
i  can  live  with  that.  Fairness,  after  all,  is  a 
virtue  every  good  newspaper  embraces  vol¬ 
untarily.  ^^^lat’s  unacceptable  is  subjecting 
reporters  to  a  legal  game  in  which  the  sup¬ 
posed  chips  on  their  shoulders  matter 
more  than  the  fairness  and  accuracy  of 
their  meeting  coverage. 


An  appellate 
court  ruled  that 
a  showing  of 
“common-law” 
malice ...  trumps 
the  privilege. 
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FOURTH  ESTATE 


Dispatch  from  the  ad  wars 


Papers  need  to  sell  virtues  of  the  market  as  well  as  the  medium 


BY  BILL  GLOEDE 


Each  year  at  this  time,  the  broadcast  networks 
trot  out  their  fare  for  the  coming  TV  season,  then  they 
open  the  doors  and  start  selling  commercial  avails  for 
the  12  months  starting  with  the  fourth  quarter.  Depend¬ 
ing  on  any  number  of  factors,  advertisers  either  rush  in 
to  buy  the  time  or  hang  back  and  negotiate  better  pricing.  It  is  as 
close  to  a  pure  supply-and-demand  marketplace  as  there  is  in  the 
media  business,  and,  as  such,  it  can  serve  as  a  fairly  accurate  barom¬ 
eter  of  what  advertisers  are  planning  to  do  over  the  next  six  to  18 
months.  The  good  news  is  that  this  year’s  upfront  is,  at  this  writing, 

moving  briskly  and  that  pricing  is  as  strong  i  ographic  group.  If  the  ratings  fall  short,  the 


as  or  stronger  than  last  year.  This  could 
portend  a  continued  increase  in  spending 
on  national  advertising  in  newspapers, 
which  was  up  sharply  last  year  and  shows 
similar  growth  this  year. 

Still,  there  are  a  couple  of  fac- 
tors  that  make  this  an  unusual 
year  —  the  Olympics  and  the 
presidential  election.  These  two 
quadrennial  events  tend  to  suck 
up  inventory  and  send  advertis¬ 
ers  scrambling  in  search  of  ways 
to  “make  their  weight,”  a  media¬ 
buying  term  meaning  roughly  to 
get  the  rating  points  they  need  to  con¬ 
vince  people  to  buy  products  within  a 
specified  time  period. 

The  advertiser  spending  is  a  bet,  so  to 
speak,  on  the  ratings  projected  by  the  net¬ 
works  for  new  and  returning  shows,  on  a 
continuing  robust  advertising  economy, 
and  on  the  U.S.  economy  itself.  But  it  is  not 
without  its  hedges. 

In  the  uplront  marketplace,  advertisers 
commit  to  spend  a  certain  amount  of  mon¬ 
ey  to  get  packages  of  shows  on  each  net¬ 
work  that  are  guaranteed  to  reach  a 
specified  number  of  people  in  a  given  dem- 

www.editorandpublisher.com 


advertisers  get  additional  spots.  Also,  there 
are  clauses  in  their  contracts  that  allow 
them  to  exercise  “cancellation  options”  in 
the  first,  second,  and  third  quarters  of  the 


This  may  sound  like  heresy, 
but  there  is  a  need  among 
local  media  outlets  to  join 
together  in  selling  the  local 
market. 


i  following  calendar  year,  which  are  gradu¬ 
ated  upward  starting  from  the  first  quarter, 
j  There  are  no  such  options  in  the  fourth 
I  quarter.  So,  in  a  sense,  the  robust  nature  of 
!  this  year’s  upfront  tells  us  that  advertisers 
i  are  confident  that  current  economic  condi- 
j  tions  will  hold  relatively  firm  through  the 
I  end  of  this  year.  In  interviews  with  buyers 
I  and  sellers,  our  sister  publication,  Media- 
I  week,  has  found  that  pretty  much  to  be  the 
case.  Come  January,  they  think,  things 
could  be  a  little  more  dicey. 

Given  that  most  newspapers  do  not  de¬ 
rive  much  of  their  annual  revenue  from  na¬ 


tional  advertising,  this  should  not  be  of  1 1 

particular  concern.  But  also  given  that  lo-  i : 
cal  cidvertising  has  been  buffeted  by  retail  j  1 
consolidation,  competition  for  classified  !  j 
customers,  and  other  regional  factors  in  re-  i 
cent  yecus,  it  could  serve  as  a  wake-up  call.  !  | 
Consolidation  in  the  advertising  media  j  | 
agency  business,  coupled  with  intense  I  j 
competition,  has  led  to  a  greater  empha-  j  | 
sis  on  national  advertising.  It  takes  more  |  j 
people  and  time  to  plan  and  execute  a  lo-  i 
cal  advertising  campaign  for  a  national  or  | 
regional  product,  so  the  agencies  have  a  j 
tendency  to  just  buy  national,  particularly  1 
on  TV.  If  national  gets  cheaper,  as  it  does  j 
during  an  economic  downturn,  it  be-  i 

comes  even  more  attractive.  I 

This  may  sound  like  heresy,  but  there  is 
a  need  among  local  media  outlets  to  call  a 
temporary  truce  in  the  wars  for  local  dol¬ 
lars  and  to  join  together  in  selling  the  lo¬ 
cal  market.  In  a  recent  meeting  with 
Chris  Rohrs,  president  of  the  Television 
Bureau  of  Advertising,  the  conversation 
turned  to  the  softness  TV  stations  were 
feeling  in  their  local  markets.  Rohrs  said  j 
he  thought  it  was  a  good  idea  for  print,  | 
radio,  and  TV  in  local  markets  to  cooper-  ! 

ate  in  getting  advertisers  to  consider  buy-  !  | 

ing  in  the  spot  market,  a  TV  term  for  j  | 

using  local  stations  to  piece  together  a  na-  |  j 
tional  campaign.  Usually,  this  is  more  ex-  j  | 
pensive  than  a  purely  national  campaign,  j  | 
but  it  can  be  custom-tailored  to  hit  partic-  j  | 
ular  trading  zones  and  places  where  prod-  i  j 
ucts  need  a  boost.  Though  it  can  be  more  j  j 
expensive,  if  it 

1  like  heresy,  generates  more  i 

J  sales,  then  it  is 

Sed  dlllOn^  worth  the  extra  j 

lets  to  join 

,  _  talking  about  ! 

mg  the  local  multi-media 

buys  that 
would  do  just 
that.  The  prob¬ 
lem  is,  the  varying  outlets  are  usually  [ 

owned  by  different  companies,  and  they  j 
spend  most  of  their  lives  trying  to  take  i 

business  from  one  another.  j 

It  may  not  be  a  practical  idea,  but  with  i 
the  continued  fractionation  of  the  national  ;  l 
TV  audience,  as  well  as  the  Internet  and  j 
other  pursuits  taking  consumers  away  j 

from  their  old  media  habits,  it  might  make  ! 
sense  for  the  media  that  matter  most  —  the  j 
ones  from  which  people  get  their  news,  I 
sports,  weather,  and  traffic  reports,  to  get  j 
together  to  sell  their  combined  power.  | 

Hey,  it’s  just  an  idea.  ID  jj 
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Belden 

Associates 


During  every  project  we  relearn 
the  same  lesson:  compelling  content 
properly  promoted  creates  a  larger 
and  more  loyal  audience.  This  will 
always  be  the  case,  no  matter  how 
the  "printed"  word  is  distributed! 

Belden  has  conducted  hundreds  of 
studies  and  provided  much  of  the 
industry  foundation  as  newspapers 
have  responded  to  each  media 
evolution...  radio,  television,  direct 
mail  and  now,  the  Internet.  Each  has 
affected,  but  not  altered  newspapers' 
position  as  the  #1  content  and  infor¬ 
mation  provider. 

If  any  paradigm  is  shifting,  it  is 
doing  so  towards  newspapers  - 
newspapers  have  long  imagined 
what  it  would  be  like  to  have 
unlimited  space,  plus  immediate 
delivery  capability.  The  Internet 
does  just  that  -  papers  can  provide 
"The  Power  of  Knowing"  in  their 
customers'  hands  right  now. 

Who  better  to  guide  newspapers 
than  the  corapanytt^  has  been 
the  P^JIHIBiOwing  ft»: 


WWW. beldenmai.com 
(214)522-8630 
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Editor  &  Pubiisher/INIVIA 

INTRODUCTION 


Media  and  newspa¬ 
per  companies  are 
expanding  and 
changing  hands.  Every  day 
new  sources  of  information 
are  creating  new  competi¬ 
tion.  Establishing  your  brand 
has  become  the  all-impor¬ 
tant  marketing  concept. 

Editor  &  Publisher  is  a 
grand  old  brand  with  a  rich 
history  of  service  to  the 
newspaper  industry.  It  has 
been  spotting  trends  ever 
since  the  magazine  began 
covering  newspaperdom 
116  years  ago.  Back  in  1931 
it  saw  how  important  new.s- 
paper  marketing  would 
become,  and  teamed  with 
the  National  Promotion 
Manager’s  Association 
(now  INMA)  to  create  a 
contest  to  recognize  the 
best  and  brightest  in  this 
new  profession. 

Since  the  Depression, 
except  for  a  brief  period  dur¬ 
ing  World  War  II,  Editor  & 
Publisher  has  sponsored  the 
E&P/INMA  awards,  and  that 
tmdition  will  continue  under 
the  magazine’s  new'  owner¬ 
ship.  BPI  and  its  parent  com¬ 
pany,  VNU,  which  bought 
the  Editor  and  Publisher 
Company  in  1999  from  the 
Robert  U.  Brown  family, 
intend  to  carry  on  the  maga¬ 
zine’s  long  history  of  honor¬ 
ing  the  best  in  the  newspa¬ 
per  marketing  business. 

“Since  BPI  also  is  the  par¬ 
ent  of  Adweek  magazine,  we 
feel  that  our  commitment  to 
good  advertising  and  mar¬ 


keting  in  the  newspaper 
business  will  be  greater  than 
it  ever  has  been,”  says  Bill 
Gloede,  group  editor  of 
Editor  &  Publisher  and 
Mediaweek,  both  publica¬ 
tions  of  Adweek  Magazines. 
“At  Adweek,  we  know  good 
advertising  and  we  like 
what  we  have  seen  in  this 
competition.” 

This  year  the  awards  drew 
1,370  entries  in  17  different 
categories  from  209  news¬ 
papers  in  27  countries. 

The  judging  was  held  in 
Vancouver,  British  Columbia, 
where  the  Vancouver 
Province  and  Vancouver 
Sun  put  together  a  team 
of  local  advertising  and 
marketing  professionals 
to  evaluate  the  entries. 
Multilingual  translators  were 
on  hand  to  explain  the 
foreign-language  campaigns. 

The  awards  ceremony 
took  place  at  the  70th  annu¬ 
al  INMA  World  Congress  of 
Newspaper  Marketing  on 
May  25  at  the  Fairmont 
Hotel  in  New  Orleans.  Top 
overall  awards  were  pre¬ 
sented  to  Cape  Times,  of 
Cape  Tt)wn,  South  Africa,  for 
Excellence  in  Copywriting; 
Frankfurter  Allgemeine 
Zeitung,  of  Frankfurt  am 
Main,  Germany,  for 
Excellence  in  Graphic 
Design;  and  The  Australian, 
Surry  Hills,  NSW  Australia, 
for  Best  of  Show. 

Some  of  last  year’s  win¬ 
ners  were  cited  again  for 
their  creative  marketing  con¬ 


cepts,  including  Frankfurter 
Allgemeine  Zeitung  for  this 
year’s  rendition  of  its 
“There’s  a  clever  mind 
behind  it”  brand  campaign, 
featuring  celebrities  hiding 
behind  the  newspaper  in  a 
highly  recognizable  location. 
Hamilton,  New  Zealand’s 
Waikato  Times  took  second 
place  for  another  promo 
tional  gem  from  their  inven¬ 
tive  marketing  team,  and 
Kentucky’s  Lexington 
Herald-Leader  returned  for 
the  fifteenth  year  to  claim 
another  E&P/INMA  award, 
this  time  in  the  online  pro 
motion  category. 

As  in  previous  years,  sev¬ 
eral  papers  won  more  than 
one  award.  They  were  led 
by  Cape  Argus,  in  Cape 
Town,  South  Africa,  with 
five  awards.  Cape  Times, 
of  Cape  Town,  South  Africa, 
and  Daily  Camera,  in 
Boulder,  Colorado,  each 
took  home  four. 

Contest  2000  chairman 
Michael  Kilgore  had  the 
opportunity  to  look  over  all 
the  entries  and  was  inspired 
by  the  talent.  “There  was 
some  very  gotid  work  at  the 
small  papers,”  observes  the 
Tampa  Tribune's  marketing 
and  communications  direc¬ 
tor.  “The  size  of  the  paper 
and  the  marketing  budget 
obviously  didn’t  prove  to 
be  a  hindrance  to  many 
enterprising  and  imaginative 
entrants.” 

Kilgore  and  the  judges 
concluded  that  some  of  the 


Articles  in  this  special  E&P/INMA  Awards  Section  Written  by: 
Joanna  Wdiper,  a  print  and  television  journalist 


most  creative  work  came 
from  outside  the  United 
States,  although  he  wasn’t 
sure  whether  the  most 
unique  ideas  would  neces¬ 
sarily  increase  sales.  “Those 
marketing  and  promotion 
pieces  pushed  the  bound¬ 
aries  and  had  a  distinct 
edge  to  them,”  Kilgore 
notes.  “Whether  that  trans¬ 
lates  to  successful  market¬ 
ing  is  something  those 
companies  would  have  to 
answer,  but  the  entries  cer¬ 
tainly  made  for  entertaining 
and  provocative  viewing.” 

This  year’s  INMA  executive 
director  Earl  Wilkinson 
noticed  something  different 
happening  to  the  American 
entries  in  both  strategy  and 
style.  “There  was  a  dramatic 
increase  in  quality,  from  the 
smallest  American  newspaper 
to  the  largest,  and  we  .saw 
many  papers  .switching  from 
product  to  brand  marketing,” 
Wilkin.son  says.  “We’re  no 
longer  just  motivating  sales 
for  the  moment  but  making 
the  ground  fertile  for  .sales 
efforts  down  the  road. 

“There  is  so  much  com¬ 
petition  for  the  eyeballs  of 
consumers,”  Wilkinson 
points  out.  “Clearly  the  level 
of  marketing  in  the  past 
hasn't  worked.  Ads  today 
have  to  elicit  an  emotional 
response.  They  need  to 
shock  you,  wake  you  up. 
Newspapers  are  starting  to 
recognize  that  their  ads 
have  to  stand  out  and  say, 
‘Look  at  me!”’ 
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CATEGORY  1 

In-Newspaper  Promotion: 
Readership 

Under  50,000 

1st:  De  Financieel  Economische  Tijd, 

Antwerp,  Belgium,  Herman 
Verwimp,  “Image"  Campaign  1999  (3b) 
2nd:  Waikato  Times,  Hamilton,  New  Zealand, 
Bernadette  Kirkham,  “find*buy*sell  it 
fast”  (3b) 

50,000  -  125,000 

1st:  Cape  Times,  Cape  Town,  South  Africa, 

John  Lloyd,  “Birdcage”  (lb) 

2nd:  Cape  Times,  Cape  Town,  South  Africa, 

John  Lloyd,  “Circumcision”  (lb) 

125,000  -  300,000 

1st:  Aftenposten,  Oslo,  Norway,  Anne  Lise 
Gjetvik,  “Aftenposten  Makes  You  a 
Little  Wiser”  (3b) 

2nd:  The  News  Journal,  Wilmington,  DE  USA, 
Joni  Silverstein,  “Sunday 
Promotion”  (3b) 

Over  300,000 

1st:  Frankfurter  Allgemeine  Zeitung,  Frankfurt 
am  Main,  Germany,  Grit  Voss,  “There  Is 
Always  a  Clever  Mind  Behind  It”(3b) 

2nd:  San  Francisco  Chronicle,  San  Francisco, 

CA  USA,  Debra  Hall,  “Columnist  Ads”  (2b) 

CATEGORY  2 

In-Newspaper  Promotion: 
Advertising 

Under  50,000 

1st:  Los  Tiempos,  Cochabamba,  Bolivia, 
Fernando  Canelas  Diez  de  Medina, 

“Drama  Mexicano”  (3b) 

2nd:  The  North  Platte  Telegraph,  North  Platte. 
NE  USA,  Dee  Klein,  “Pizza-Perfect  Garage 
Sale”  (2h) 

50,000  -  125,000 

1st:  El  Pais,  Montevideo,  Uruguay,  Leandro 
Gomez,  “Sabados  Show  Golpeados”  (4b) 
2nd:  La  Prensa  Grafica,  San  Salvador,  El 
Salvador,  Alex  Monterrosa,  “Clasiguia 
Amarilla:  Casco,  Martillo,  Puerta”  (3b) 
125,000  -  300,000 

1st:  The  Times-Picayune,  New  Orleans,  LA 
USA,  Peggy  Ranson,  “Mardi  Gras  2000”  (lb) 

2nd:  The  Times-Picayune,  New  Orleans,  LA 
USA,  Peggy  Stevenson,  “Classified  Image” 
Campaign  (2b) 


Over  300,000 

1st:  The  Australian,  Surry  Hills,  NSW  Australia, 
Elizabeth  Ross,  “Rethink  Ink”  (lb) 

2nd:  Newsday,  Melville,  NY  USA,  Cathie  Soroko, 
“ABC”  (2b) 

CATEGORY  3 

Printed  Materials: 

Readership 

Under  50,000 

1st:  The  Gaston  Gazette,  Gastonia,  NC  USA, 
Sherry  Collins,  “Direct  Mail”  (lb) 

2nd:  Daily  Camera,  Boulder,  CO  USA,  Lulu 
Ripper,  “Direct  Mail  Flight”  (2b) 

50,000  -  125,000 

1st:  Correio  Braziliense,  Brasilia,  Brazil,  Luis 
Alberto  Albuquerque,  “Renewal 
Subscription”  Campaign  2  (lb) 

2nd:  The  Macon  Telegraph,  Macon,  GA  USA, 
Ginger  Crowe,  “Macon  Madness  Rack 
Card”  (lb) 

125,000  -  300,000 

1st:  The  Dominion  and  The  Evening  Post, 
Wellington,  New  Zealand,  Jason  Henry, 
“Tools  for  Schools”  (lb) 

2nd:  The  Dominion  and  The  Evening  Post, 
Wellington,  New  Zealand,  Jason  Henry, 
“Postcards”  (lb) 

Over  300,000 

1st:  The  New  York  Times,  New  York,  NY  USA, 
Carolyn  Cedar,  “History  Is  Made  Every 
Day”  (lb) 

2nd:  Houston  Chronicle,  Houston,  TX  USA,  Jerry 
Ann  Ferguson,  “Hotel  Brochure”(lb) 

CATEGORY  4 

Printed  Materials: 

Advertising 

Under  50,000 

1st:  Post,  Durban,  South  Africa,  Lome 

Maclaine,  “Post’s  Readership  Rockets”  (lb) 
2nd:  Southport  Visitor/Formhy  Times,  West 
Lancashire,  United  Kingdom,  Andrew 
Colwell,  “A  Dickens  Of  z  Christmas”  (lb) 
50,000  -  125,000 

1st:  The  Mobile  Register,  Mobile,  AL  USA,  Brett 
Foster,  “Classified  Bill  Stuffers”  (lb) 

2nd:  Basler  Zeitung,  Basel,  Switzerland,  Daniel 
Fasnacht,  “Announcement  Dreiland- 
Zeitung "  (lb) 

125,000  -  300,000 

1st:  Austin  American-Statesman,  Austin,  TX 
USA,  Renet  Presas,  “XLR8”  (lb) 


2nd:  Las  Vegas  Review-Journal,  Las  Vegas,  NV 
USA,  Rudy  Patterson,  “Las  Vegas 
Invitational”  (lb) 

Over  300,000 

1st:  News  Limited,  Surry  Hills  NSW,  Australia, 
Elizabeth  Ross,  “Rethink  Ink”  (Ih) 

2nd:  The  Sunday  Times,  Perth,  WA  Australia, 
Peter  Clark,  “Caxton  Award  Promotion”  (lb) 

CATEGORY  5 

Promotion  of  a  Newspaper 
Online  Service 

Under  50,000 

1st  The  Herald-Times,  Bloomington,  IN  USA, 
Josh  Hampton,  “E-M@LL”  (3b) 

2nd:  Daily  Camera,  Boulder,  CO  USA,  Lulu 
Rjpper,  “GoShopBoulder”  Brochure  (Ih) 
50,000  -125,000 

1st:  Basler  Zeitung,  Basel,  Switzerland,  Daniel 
Fasnacht,  “The  Informative  Click”  (3b) 

2nd:  MorgunblaJ_,  Reykjavik,  Iceland, 

Margret  Sigur_ard6ttir,  “Always 
Something  New”  (3b) 

125,000  -  300,000 

1st:  Lexington  Herald- Leader,  Lexington,  KY 
USA,  Dave  Wilkinson,  “Kentucky.com”  (lb) 
2nd:  Dayton  Daily  News,  Dayton,  OH  USA,  Kelly 
Mikesell,  “Click  Click  Sold/Hired”  (lb) 
Over  300,000 

1st:  Los  Angeles  Times,  Los  Angeles,  CA  USA, 
Julie  Rowey,  “latimes.com”  Relaunch 
Campaign  (3b) 

2nd:  Frankfurter  Allgemeine  Zeitung,  Frankfurt 
am  Main,  Germany,  Grit  Voss,  “The  F-A-Z 
Job  Market”  Online  Edition  (3b) 

CATEGORY  6 

Radio  Promotion 

Under  50,000 

1st:  a.m.  de  Leon,  Leon,  Gto  Mexico,  Elizabeth 
Sanchez  Valdez,  “Zapatero”  (Shoe  Maker) 
(1  audio) 

2nd:  Neues  Volksbiatt,  Linz,  Austria,  Helmut 
Kukacka,  “Tillich  Mehr  Einblick” 

(1  audio) 

50,000  -  125,000 

1st:  Cape  Argus,  Cape  Town,  South  Africa,  John 
Lloyd,  “Speed  Reader,  Hurry  Up, 

Wham  Bam”  (1  audio) 

2nd:  Cape  Times,  Cape  Town,  South  Africa,  John 
Lloyd,  “Baxter,  Brains  and  Beauty  Bats” 

(1  audio) 

125,000  -  300,000 

1st:  The  New  Zealand  Herald,  Auckland, 

New  Zealand,  Fran  O’Sullivan,  “Rugby 
World  Cup”  Campaign  (1  audio) 


A-4  E&P  INMA  Awards 


WVVW.MEDIAINFO.COM 


SPECIAL  ADVERTISING  SECTION 


F  < 


The  2000  E&P  INMA 

COMPETITION  WINNERS 


2nd:  Spokesman- Review,  Spokane,  WA  USA, 
John  Baechler,  ‘Wake  Up  and  Read  It 
Radio”  (1  audio) 

Over  300,000 

1st;  San  Francisco  Chronicle,  San  Francisco, 

CA  USA,  Dehra  Hall,  “Brand  Radio" 

(1  audio) 

2nd:  The  Philadelphia  Inquirer,  Philadelphia, 
PA  USA,  Dave  Blazek,  “Slacker  3”  Mega 
job  Section  Radio  (1  audio) 

CATEGORY  7 

Television  Promotion 

Under  50,000 

1  St:  Daily  Camera,  Boulder,  CO  USA,  Lulu 
Tlipper,  “Your  Paper.  Your  News.”  (1  video) 

2nd:  De  Financieel  Economische  Tijd,  Antwerp, 
Belgium,  Herman  Verwimp,  “Brightness" 

(1  video) 

50,000  -  125,000 

1st:  Morgunbla_i_,  Reykjavik,  Iceland, 
Margret  Sigur_ard6ttir,  “Letter  by 
Letter”  (1  video) 

2nd;  Cape  Argus,  Cape  Town,  South  Africa,  John 
Lloyd,  “Head  Over  Heels,  Porch"  (1  video) 

125,000  -  300,000 

1st:  Goteborgs-Posten,  Goteborg,  Sweden, 
Maria  Ingvar,  “G.P  Aveny"  (1  video) 

2nd:  Spokesman-Review,  Spokane,  WA  USA, 
John  Baechler,  “Wake  Up  and  Read  It  TV" 
(1  video) 

Over  300,000 

1st:  Los  Angeles  Times,  Los  Angeles,  CA  USA, 
Julie  Rowey,  “Breaking  Story"  (1  video) 

2nd:  Verdens  Gang,  Oslo,  Norway,  Cecilie  Thue, 
“Puppy  Love"  (1  video) 

CATEGORY  8: 

Outdoor/ 

Point-of-Purchase/Display 

Under  50,000 

1st:  De  Financieel  Economische  Tijd,  Antwerp, 
Belgium,  Herman  Verwimp, 

"Cameleon”  (lb) 

2nd:  Yakima  Herald- Republic,  Yakima,  WA 
USA,  Deb  TVeusdeli,  “Got  Ideas?”  (lb) 

50,000  -  125,000 

1st:  Times  Colonist,  Victoria,  BC  Canada,  Todd 
Babick,  “Golfing,  Wear  Yourself  Out,  Local 
Dirt"  Busboards  (lb) 

2nd:  Nottingham  Evening  Post,  Nottingham, 
England,  John  Spencer, 

“Mini  A- Boards"  (lb) 

125,000  -  300,000 

1st:  Goteborgs-Posten,  Goteborg,  Sweden, 
Maria  Ingvar,  “Paper  Boy  Recruitment" 
Signs  (3b) 


2nd:  Goteborgs-Posten,  Goteborg,  Sweden, 

Maria  Ingvar,  “Local  Newspaper  IV” 
Campaign  1  of  2  (3b) 

Over  300,000 

1st:  Siiddeutsche  Zeitung,  Munich,  Germany, 
Vivian  Mayer- Nothafft,  “Campus 
Promotion”  (3b) 

2nd;  The  Toronto  Star.  Toronto,  ON  Canada, 
Lome  Silver,  “Crime  Scene  Tape”(lb) 

CATEGORY  9 

Multi-Media  Promotion 

Under  50,000 

1st:  El  Heraldo,  Tegucigalpa,  Honduras,  Rino 
Marzocco,  “Campana  Anunciantes"  (3b) 
2nd:  The  Gaston  Gazette,  Gastonia,  NC  USA, 
Sherry  Collins,  “Building  a  Newspaper" 

(2b,  1  video) 

50,000-  125,000 

1st:  El  Pais,  Montevideo,  Uruguay,  Leandro 
Gomez,  CD-Temas  de  Amor  Parejas” 

(3b,  1  CD,  1  video) 

2nd:  Journal  de  Quebec,  Montreal,  PQ  Canada, 
Daniel  Careau,  “Annonces  Classees: 
Decollage"  (lb,  1  audio,  1  video) 

125,000  -  300,000 

1st:  Austin  American-Statesman,  Austin,  TX 
USA,  Renet  Presas,  “The  Paper  of  Central 
Texas”  (3b) 

2nd:  The  New  Zealand  Herald,  Auckland, 

New  Zealand,  Fran  O’Sullivan,  “Rugby 
World  Cup”  Campaign  (3b) 

Over  300,000 

1st:  The  Toronto  Star,  Toronto,  ON  Canada, 
Lome  Silver,  “If  It  Affects  You”  (3b) 

2nd:  The  Sacramento  Bee,  Sacramento,  CA  USA, 
Garth  Nearents,  “Scratch  n’  Sniff”  (3b) 

CATEGORY  10 

Newspaper  Research/ 

Data  Books 

Under  50,000 

1st:  The  Santa  Fe  New  Mexican,  Santa  Fe,  NM 
USA,  Nik  Cecere,  “Market  Survey"  (lb) 
2nd:  LeDroit,  Ottawa,  ON  Canada,  Claude 
TVemblay,  “Agenda  Publicitaire”  (lb) 

50,000-  125,000 

1st:  Prensa  Libre,  Guatemala,  Guatemala,  Alex 
Guzman,  “Guia  Para  el  Anunciante" 

(1  booklet) 

2nd:  The  Gainesville  Sun,  Gainesville,  FL  USA, 
Reed  Baker,  “The  Greater  Gainesville 
Market  Study"  (2b) 

125,000-300,000 

1st:  Pioneer  Press,  Saint  Paul,  MN  USA, 

Carolyn  Robertson,  “  Dayton’s  Research 
Book”  (lb) 

2nd:  The  Times- Picayune,  New  Orleans,  LA 
USA,  Aileen  Kelly,  “New  Orleans  Market 
Highlights”  (lb) 


Over  300,000 

1st;  The  Sacramento  Bee,  Sacramento,  CA  USA, 
Garth  Nearents,  “Market  Book/CD” 

(lb,  1  book,  1  CD) 

2nd:  Fort  Worth  Star-Telegram,  Fort  Worth,  TX 
USA,  Jack  Ogle,  “What  Do  You  Want  to 
Know?"  Information  Kit  (lb) 

CATEGORY  11 

Premiums/Incentives 

Under  50,000 

1st;  Antelope  Valley  Press,  Palmdale,  CA  USA, 
Cherie  Bryant,  “Aerospace  Poster”  (3b) 

2nd:  The  Gaston  Gazette,  Gastonia,  NC  USA, 
Sherry  Collins,  “Hammer  Invitation" 

(1  box  with  hammer) 

50,000  -  125,000 

1st:  The  TVibune,  Mesa,  AZ  USA,  Richard  Davis, 
“TVibune  Mouse  Pad”  (lb) 

2nd;  Cape  Argus,  Cape  Tbwn,  South  Africa,  John 
Lloyd,  “Whoopee  Invitation”  (lb) 

125,000  -  300,000 

1st:  Neue  Westfalische,  Bielefeld,  Germany,  like 
Ludemann,  “Modellauto  “Beetle’  NW 
Relaunch”  (1  box  with  car) 

2nd:  The  New  Zealand  Herald,  Auckland,  New 
Zealand,  Jude  Huang,  "Club  1000 
Promotion”  (1  box  with  wine  holder) 

Over  300,000 

1st:  Frankfurter  Allgemeine  Zeitung,  Frankfurt 
am  Main,  Germany;  Grit  Voss,  “Calendar 
2000”  (1  calendar) 

2nd:  Fort  Worth  Star-Telegram,  Fort  Worth,  TX 
USA,  Diane  Wigger,  “1900s  Book”  (lb) 

CATEGORY  12 

Reader  Contests 

Under  50,000 

1st:  The  Daily  News,  Halifax,  NS  Canada, 
Adrienne  MacKinnon,  ““Y2K  Bug  ”  (3b) 

2nd:  Tfelegraph  Herald,  Dubuque,  lA  USA, 

Connie  Gibbs,  “  Great  Grocery  Giveaway  ”  (2b) 

50,000  -  125,000 

1st;  Cape  Argus,  Cape  Town,  South  Africa,  John 
Lloyd,  “  Classified  I  Spy  Contest”  (lb) 

2nd;  Pensacola  News  Journal,  Pensacola,  FL 
USA,  Sherry  Hartnett,  “Are  You  Hip? 
Springfest  Contest  Ad”  (lb) 
125,000-300,000 
1  St:  The  Evening  PosL  Wellington,  New 
Zealand,  Jason  Henry,  “The  Money 
Game"  (3b) 

2nd:  The  Gazette,  Montreal,  PQ  Canada,  Ron 
Ogden,  “Bye  Bye  Bills  ”  (2b) 

Over  300,000 

1st:  Pittsburgh  Post-Gazette,  Pittsburgh,  PA 
USA,  TVacey  DeAngelo,  “Take  It  Easy” 
Contest  (lb,  1  audio,  1  video) 

2nd:  The  Seattle  Times,  Seattle,  WA  USA,  Robert 
Blethen,  “Catch  Some  Air”  Sweepstakes  (3b) 
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CATEGORY  13 

Community  Service 

Under  50,000 

1st:  Diario  Tiempo,  San  Pedro  Sula, 

Honduras,  Ricardo  Hidalgo,  ‘  Campana 
Anti-Secuestro"  (3b) 

2nd:  The  Herald-Times,  Bloomington,  IN  USA, 
Josh  Hampton,  “Hoosier  Hills 
Food  Drive”  (2b) 

50,000  -  125,000 

1st:  El  Pais,  Montevideo,  Uruguay;  Leandro 
Gomez,  “Violencia  en  Las  Discotecas"  (3b) 
2nd.  The  .Macon  Telegraph,  Macon,  GA  USA, 
Ginger  Crowe,  “Ronald  McDonald 
House”  (2b) 

125,000-300,000 

1st:  The  News  journal,  Wilmington,  DE  USA, 
joni  Silverstein,  “Needy  Family  Fund”  (3b) 
2nd:  The  Vancouver  Sun,  Vancouver,  BC 

Canada,  Jamie  Pitblado,  “Raise-a-Reader 
Day”  (3b) 

Over  300,000 

1st:  Fort  Worth  Star-Telegram,  Fort  Worth,  TX 
USA,  Diane  Wigger,  “Fire  Fighters  Ad”  (lb) 
2nd:  The  Dallas  Morning  News,  Dallas,  TX  USA, 
Kate  Rose  Murphy  “The  Dallas  Morning 
News  Charities”  Campaign  (3b) 

CATEGORY  14 
Public  Relations 
Programs  and  Events 

Under  50,000 

1st:  The  Herald,  Rock  Hill,  SC  USA,  Lisa 
Sullivan,  “BUZZ  Kids  Club”  (3b) 

2nd:  The  Santa  Fe  New  Mexican,  Santa  Fe,  NM 
USA.  Nik  Cecere,  “ISOth  Anniversary- 
Party”  (3b) 

50,000-  125,000 

1st:  Cape  Argus.  Cape  Town,  South  Africa,  John 
Lloyd,  “Millennium  Party”(lb) 

2nd:  The  Sun  News,  Myrtle  Beach,  SC  USA, 
Denise  Mullen,  “Hand  in  Hand 
Art  Exhibit”  (3b) 

125,000  -  300,000 

1st:  The  State,  Columbia.  SC  USA,  Steve 
Burlison,  “Summer  Concert”  (2b) 

2nd:  The  Press-Enterprise,  Riverside,  CA  USA, 
Joe  Frederickson,  “Fiesta  de  La  Familia”  (3b) 


Over  300,000 

1st:  Houston  Chronicle,  Houston,  TX  USA, 

Jerry  Ann  Ferguson,  “ASID  Call  for 
Entries”  (lb) 

2nd:  The  Seattle  Times,  Seattle,  WA  USA,  Robert 
Blethen,  “Unity  Conference”  (3b) 

CATEGORY  15 

Newspapers  in  Education 
(NIE) 

Under  50,000 

1st:  Daily  Camera,  Boulder.  CO  USA,  Lulu 
■Ripper,  “Millennium  Pack^e”  (2b) 

2nd:  Mail  Tribune,  Medford,  OR  USA,  Mary 
Hills,  “Classroom  Ribune”  (lb) 

50,000  -  125,000 

1st:  The  Herald-Sun,  Durham,  NC  USA,  Beth 
Deacon.  “Buggin’  ”  (3b) 

2nd:  The  Ribune,  Mesa,  AZ  USA,  Richard  Davis, 
“Heard  Museum  Program”  (lb) 

125,000  -  300,000 

1st:  The  Gazette,  Montreal,  PQ  Canada,  Ellen 
Laughlin,  “Action  Against  Violence”  (3b) 
2nd:  The  Record,  Hackensack,  NJ  USA,  Sherry 
Cole,  “Discover  the  World  With  NIE”  (3b) 

Over  300,000 

1st:  Chic^o  Tribune,  Chic^o,  IL  USA,  Helen 
Lightstone-Bloch,  Earth  Day”  (.3b) 

2nd:  Orlando  Sentinel,  Orlando,  FL  USA,  Frank 
Carter,  “Tobacco  Prevention”  (2b) 

CATEGORY  16 

New  Revenue  Generation 

Under  50,000 

1st:  Los  Tiempos,  Cochabamba,  Bolivia, 
Fernando  Canelas  Diez  de  Medina, 

“La  Campana  del  Milenio”  (.3b) 

2nd:  Los  Tiempos,  Cochabamba,  Bolivia, 
Fernando  Canelas  Diez  de  Medina, 

■'Sangre  Roja”  (3b) 

50,000-  125,000 

1st:  Bangor  Daily  News,  Bangor,  ME  USA, 
Elizabeth  Hansen,  “Headlines  in  History” 
(2b,  1  video) 

2nd:  El  Pais,  Montevideo,  Uruguay,  Leandro 
Gomez,  “CD-Temas  de  Amor  Parejas" 

(3b,  1  video) 

125,000  -  300,000 

1st:  Daily  Herald,  Arlington  Heights,  IL  USA, 
Shawn  Len^han,  "Crossing  Centuries”  (2b) 
2nd:  Omaha  World-Herald,  Omaha,  NE  USA, 
Dave  Griebel,  “Omaha  Times 
Remembered”  (3b) 


Over  300,000 

1st:  The  New  York  Times,  New  York,  NY  USA, 
Amy  Heit,  “From  Cause  to  Cure 
Advertorial  Series”  (lb) 

2nd:  The  New  York  Times,  New  York,  NY  USA, 
Amy  Heit,  “Online  Shopping  Advertorial”  (lb) 

CATEGORY  17 

Outstanding  Results 

Under  50,000 

1st:  The  Herald,  Rock  Hill,  SC  USA,  Lisa 
Sullivan,  “The  Herald’s  Children's 
Initiatives:  Partners  for  Children”  (1  binder) 
2nd:  Daily  Camera,  Boulder,  CO  USA,  Lulu 
Ripper,  “Millennium  Rust  Results”  (2  p^es) 
50,000  125,000 

1st:  Home  News  Ribune,  East  Brunswick,  NJ 
USA,  Sabrina  Echeverria,  “Day  in  the 
Life”  (lb) 

2nd:  Connecticut  Post,  Bridgeport,  CT  USA, 
Brenda  MacDonald,  “Autopix”  (lb) 

125,000  300,000 

1st:  Dernieres  Nouvelles  DAlsace,  Strasbourg, 
France,  Francis  Him,  “Relance  des  DNA 
Du  Lundi”  (2b) 

2nd:  The  Evening  Post,  Wellington,  New 
Zealand,  Jason  Henry,  “Tools  for 
Schools”  (lb) 

Over  300,000 

1st:  Star  Ribune,  Minneapolis,  MN  USA, 
Roberta  Lind/Tim  Sumption,  “Weather 
Racker”  (2b) 

2nd:  The  Age,  Melbourne,  VIC  Australia,  Kristen 
Boschma,  “The  Age  Adelaide”  Campaign 
(1  envelope) 

EXCELLENCE  IN  COPYWRITING 

C,ape  Times,  Cape  Town,  South  Africa,  John  Lloyd, 
“Circumcision"  (lb) 

Category  1:  In -Newspaper  Promotion: 

Readership,  circulation  50,000-125,000 

EXCELLENCE  IN  GRAPHIC  DESIGN 

Frankfurter  Allgemeine  Zeitung,  Frankfurt  am 
Main,  Germany,  Grit  Voss,  “There  Is  Always  a 
Clever  Mind  Behind  It”  (3b) 

Category  1:  In-Newspaper  Promotion:  Readership, 
circulation  over  300,000 

BEST  OF  SHOW 

The  Australian,  Surry  Hills,  NSW  Australia, 
Elizabeth  Ross,  “Rethink  Ink”  (lb) 

Category  2:  In-Newspaper  Promotion:  Advertising, 
circulation  over  300,000 
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COMPETITION  JUDGES 

Andrea  Thomas  Advertising  Manager,  BC  Hydro 

Mary- Margaret  Bently  Product  Associate,  British  Columbia  Lottery  Corporation 
Jim  Southcott  Executive  Director  Forward,  Bryant.  Fulton  &  Shee  Advertising 
Rick  Sanderson  Media  Director,  Bryant,  Fulton  &  Shee  Advertising 
Dan  Dagg  Executive  Vice  President.  Copeland  Communications 
Joe  Hospodarec  Cop}’  Writer,  Copeland  Communications 
Patrick  Derricourt  Creative  Director,  Copeland  Communications 
Bruce  Fraser  Creative  Director,  Glennie  Stamnes  Strategy 
Michele  RimI  Writer,  Grey  Advertising  Ltd. 

Suzanne  Fong  VP  Director  of  PR. ,  Grey  Advertising  Ltd.  -Northwest 
Jeff  Berry  Media  Supervisor,  Lanyon  Phillips  Communications  Inc. 

Alan  Russell  Associate  Creative  Director,  Palmer  Jarvis  DDB 
Pat  GuZZO  Account  Director,  Palmer  Jarvis  DDB 
Roger  Wong  Sr.  Art  Director,  Palmer  Jarvis  DDB 
Janet  Mitchell  Senior  Communications  Consultant,  The  Pace  Group 
Lee  Newport  VP  Marketing,  Ticketmaster 
Tim  Kelley  President,  Tim  Kelle}'  Enterprises  Ltd. 

Timm  Williams  President.  Timm  Williams  Design 
Rick  Truman  President.  Truman  Advertising 
Steve  Brook  President,  Tunnel  Town  Concept  Co. 

Louise  Watson  Marketing  Manager,  Vancouver  Sun 
Alvin  Wasserman  President,  Wasserman  &  Partners  Advertising 
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Marketing  Designer  Brett  Foster  on 
his  E&P/INMA2000  award.  Awards 
are  nothing  new  to  Brett  or  the 
Mobile  Register  Marketing 
Department  Since  its  inception  ten 
months  ago,  this  department  has 
tallied  over  25  regional  and  national 
awards  including  a  1999 ACME 
Award  of  Excellence. 

We’re  always  eager  to  talk  to 
talented  marketers  and  designers. 
If  you  are  interested  in  working  for 
an  rrxjvalive  rnarketing  groi|),  send 
us  your  resume. 


304  Government  Street  •  FO.  Box  2488 
Mobile.  Alabama  36652 
334433-1551  •  1-800-23^41659 
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Bringing  the  Past  and  Future 
Together  for  Mardi  Gras  2000 


Times-Picayune 

CATEGORY  1 

In-Newspaper  Promotion: 
READERSHIP 


t  was  a  lagriinppe  kind  of 
project — a  Cajun  w'ord 
meaning  a  little  something 
extra,  a  baker’s  dozen. 

Every  year  a  few  weeks  before 
Mardi  Gras  the  Times-Picayune 
publishes  a  special  section  high¬ 
lighting  the  events  of  the  biggest 
free  show  on  earth.  The  section, 
which  the  paper’s  ads  call  “a 
handlr(X)k  of  epic  proportions 
for  a  party'  of  epic  proportions,” 
contains  messages  from  advertLs- 
ers  on  where  to  find  supplies, 
costumes  and  fun  things  to  do 
around  town.  It  also  features 
schedules  of  the  parade  routes 
and  throws,  where  “everything 
from  beads  to  underwear  are 
flung  off  the  floats,  and  sophisti¬ 
cated  adults  turn  into  children  as 
they  grovel  for  items,”  says 
Times-l^cayune  art  director 
Peggy  Ranson. 

The  Mardi  Gras  special  section 
is  .so  popular  it  usually  sells  itself 
So  the  Times-Picayune  u.ses  the 
carnival  season  as  an  opportunity 
to  do  something  for  its  advertis¬ 
ers,  offering  giveaways  and  bus¬ 
ing  them  to  a  hotel  for  a  huge 
party  known  as  The  Bacchus. 


For  Mardi  Gras  2000,  the  win¬ 
ning  in-paper  promotional  pro 
ject  started  out  as  a  visual  design 
for  a  pin-up  wall  poster  that 
would  reach  backv/ard  and  for¬ 
ward,  bringing  the  past  and 
future  together. 

Ran.son  found  a  design  of  a 
vintage  Mardi  Gras  headdress 
and  altered  it  on  the  computer 
by  layering  sepia-colored  photos 
of  the  1920s  behind  it  to  evoke 
Mardi  Gras  memories.  She  then 
collaged  the  piece  using  confetti 
from  another  source  and  col¬ 
orized  the  beads. 

The  reaction  to  the  historical 
headdre.ss  image  both  in-house 
and  from  advertisers  was  so 
enthusiastic  that  the  marketing 
department  decided  to  feature  it 
as  the  main  graphic  in  Mardi 
Gras  materials.  The  headdress 
was  a  centerpiece  in  promotional 
ads  directed  to  both  readers  and 
advertisers  telling  them  about 
the  special  section.  It  was  adapt¬ 
ed  for  the  invitation  to  the 
Bacchus  party  for  advertisers. 

And  the  editors  of  the  special 
section  featured  the  headpiece 
(jn  the  cover  of  the  sectit^n. 

Ran.son,  who  worked  for  an 
agency  that  specialized  in  New 
Orleans  tourism  and  hospitality 
before  coming  to  the  Times- 
Picayune,  says,  "This  is  a  city 
that  loves  itself  It  parties  for 
every  reason  it  can  think  of, 


from  Creole  Christmas  to  Mardi 
Gras.  We’re  the  only  major  news¬ 
paper  in  New  Orleans,  and  we 
are  just  as  unique  as  the  city.” 

The  Times-Picayune  may  be 
the  only  daily  in  town,  but 
because  of  the  enormity  (tf  the 
Mardi  Gras  carnival  every  busi¬ 
ness  tries  to  capitalize  on  it,  and 
competition  for  advertising  dol¬ 
lars  is  fierce  across  all  media. 

“The  Times-Picayune' s,  top- 
of-mind  awareness  campaign 
worked,”  says  vice  president  of 
marketing  Crawford  Carroll. 

“This  year  advertising  in  the  spe¬ 
cial  .section  went  up  from  3,520 
inches  to  4,71 7  inches,  a  healthy 
increase.  And  the  Issue  expanded 
from  52  to  64  pages.” 

Ran.som  describes  the  Times- 
Picayune  marketing  department 
as  very  cutting-  edge  and  credits 
Carroll  for  encouraging  individ¬ 
ual  creativity  among  his  team 
members.  The  department 
employs  a  personal  approach  to 
projects.  Each  writer  and  artist  is 
assigned  a  project  so  they  can 
focus  all  their  energy  on  it. 
Branson  says  with  pride,  “That 
way  of  working  allows  us  to  fly!” 
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A  Bug’s  life  at  The  Herald 
“It’s  a  Bug!  Not  a  Bee!” 


Rock  Hill  Herald 

CATEGORY  2 

In-Newspaper  Promotion: 
ADVERTISING 


y  isa  Sullivan  is  talking  about 
the  funny-faced  mascot  of 
%T~  the  Herald,  in  Rock  Hill 
South  Carolina,  outside 
Charlotte.  “We’re  owned  by  the 
McClatchy  chain,  which  also 
owns  the  Fresno  Bee  and 
Sacramento  Bee,”  notes  Sullivan, 
the  paper's  marketing  director. 
“That’s  why  it’s  imfxjrtant  not  to 
mix  up  the  insects.” 

“Buzz”  the  bug,  not  the  bee,  is 
the  star  of  the  Herald’s  “Partners 
for  Children”  campaign.  The  car¬ 
toon  bug  with  a  bulbous  nose 
was  created  in  1983  by  “Pud” 
litne,  a  New  York  advertising 
man  who  retired  to  Rcxk  Hill 
after  making  the  Nestle  Quik 
bunny  famous. 

The  perky  little  pest  began 
his  career  at  the  Herald  at  the 
top  corner  of  the  front  page  as 
the  weather  bug.  By  1994  he 
had  become  so  famous  that  the 
Herald  made  him  its  official 
masctit  and  dubbed  him  Buzz, 
rendering  his  name  in  capital 
letters  in  all  references.  Then 
the  31,000-circulation  daily 
invested  in  a  full-sized  Buzz  suit 
and  hired  an  employee  to  play 
Buzz  at  parades  and  other  com¬ 
munity  events. 

Buzz  became  a  local  celebrity, 
and  Sullivan  recognized  hLs 
[Xrtential  to  reach  children.  For 
years,  the  Herald  had  been  sjxtn- 
soring  kids  prttgrams,  but  they’d 
lieen  losing  steam  because  they 
were  managed  by  different 
departments.  So  Sullivan 
grouped  all  the  projects  under 
one  umbrella  and  gave  Buzz  the 
starring  rttle. 

“We  decided  to  make  a  big 
push  fix  literacy  in  our  reader¬ 


ship  area,”  Sullivan  says.  “We 
know  how  imfxirtant  reading  Ls 
to  children  and  their  future  as 
well  as  the  future  of  the  newspa¬ 
per  industry.” 

Sullivan  and  her  team  came  up 
with  Partners  for  Children,  a 
three-phase  initiative  that 
strengthened  the  Herald’s 
Newspapers  in  Education  (NIE) 
program,  changed  the  existing 
homework  line  to  The  BUZZLine 
and  created  the  BU/y.  Kids  Club. 

The  BUZZLine  .service  links 
teachers  and  parents  by  phone, 
enabling  parents  to  call  a  number 
and  find  out  if  their  child  has  a 
homework  assignment  for  that 
night.  The  BUZZ  Kids  Club,  for 
children  under  12,  gives  mem¬ 
bers  a  BUZZ  merr’oership  card, 
stickers,  a  calendar,  a  birthday 
card  from  Buzz  and  discounts  at 
Uxal  busines.ses. 

The  ctirnerstone  of  the  pro 
gram  is  the  monthly  BUZZ  Page 
in  the  paper,  which  features  arti¬ 
cles  about  btxtks,  games  and 
other  fun  ways  to  involve  chil¬ 
dren  in  reading.  For  example, 
kxal  libraries’  recommendations 
of  Ixxiks  for  each  age  level  are 
included  in  house  ads  the  first 
Sunday  of  the  month.  BUZi^  Kids 
Club  members  get  a  point  for 
each  btxik  they  read.  When  they 
rack  up  10,  they  send  the  news- 
pa[x;r  their  membership  card 
and  get  a  Buzy  T-  shirt  and  a  per- 
.sonal  call  from  Buzz. 

"The  Partners  initiative  had 
several  goals,”  Sullivan  explains. 
“We  wanted  to  instill  a  love  of 
reading  in  children.  At  the  .same 
time,  we  wanted  to  increase  rev¬ 
enue,  circulation  and  gcxxlwill  in 
the  community,  plus  garner  pan- 


nerships  with  area  businesses.” 

Sullivan  approached  the 
Paramount  Carowinds  theme 
park  and  arranged  a  promotion 
in  which  the  park  would  give  dis¬ 
count  coupons  and  tickets  to 
any  child  who  brought  a  fxxtk  to 
donate  to  lee.s-fortunate  chil¬ 
dren.  When  the  Chik-Fil-A  fast- 
fixxl  chain  offered  to  sponsor 
the  partnership,  the  paper  threw 
a  Bu7Z  party  at  ttne  of  their 
restaurants. 

The  results  of  the  children’s 
campaign  were  spectacular.  In 
four  months,  NIE  deliverv'  to 
schools  zoomed  from  58,032  to 
97,656-a  whopping  increase  of 
68%.  More  than  250  children 
joined  the  BUZZ  Kids  Club. 
Participation  in  the  homework 
line  increased  from  three 
sch(X)ls  to  12.  And  the  paper 
received  sponsorships  from  four 
area  business,  which  financed 
the  programs  and  guaranteed  it 
for  another  year. 

Buz.z’s  fame  grew.  But  after  so 
many  appearances,  his  mascot 
outfit  became  shabby  and  outdat¬ 
ed.  “We  put  a  major  effort  into  a 
new  costume,”  Sullivan  says. 
“Buz.z  has  a  lot  of  competition 
and  has  to  kx)k  at  least  as  gtxxl 
as  the  masctxs  for  the  Panthers 
[NFL  fcxxballj  and  the  Hornets 
[NBA  basketball] .  So  we  went  to 
the  people  wht)  design  for  the 
major  sports  teams  and  spent 
$5,000.  But  it  was  wtxrh  it.” 

Sullivan  knows  firsthand: 

When  the  full-time  Buzz  staffer 
has  a  day  off,  the  marketing 
director  suits  up.  "The  costume 
is  hot,”  Sullivan  .says  with  a  laugh. 
“But  playing  Buz.z  is  ctxtl  because 
all  the  kids  believe  he’s  real!” 
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Three  Words  and  a 
Kentucky  Kind  of  Humor 


Polities. 


Th«rap7. 

Kenjvd^^m 

One  State.  One  Site.  Period. 


Lexington 

Herald-Leader 

CATEGORY  5 

Promotion  of  a  Newspaper 
Online  Service: 

KENTUCKY.COM 

CAMPAIGN 


A- 10  E&P  INMA  Awards 


If  you  know  anything  about 
Kentucky  politics,  you  know 
it  can  cause  migraines.  And  a 
throbbing  headache  was  just 
one  way  Kentuckv'.com  poii|X‘d 
into  the  minds  of  the  people 
of  Kentucky'. 

Dave  Wilkinson  and  his  team 
at  the  Lexhi^to)i  HemUi  Leader 
had  tw'o  major  (problems  to  solve 
and  only  eight  weeks  to  do  it. 

The  Herald-Leader  was  renam¬ 
ing  its  Web  site  from  Kentucky 
Connect  to  Kentucky.com  and 
wanted  to  relaunch  with  the  new 
name  and  eliminate  the  other 
without  losing  clickers.  The 
Kentucky'-specific  Web  site 
offered  an  overwhelming 
amount  of  information  that  had 
to  lx  lioiled  down  into  more  eas¬ 
ily  digestible  nujtgets. 

'Xllkin.son,  along  with  writer 
Julie  Smead  and  designer  Minna 
Jenkins,  brainstormed  with  the 
team  at  Kentucky.com,  led  by 
Mary  Kpple-Ekhoff  and  Kevin 
Brumfield.  Together  they  came 
up  with  an  effective  tagline: 


One  state.  One  site.  Pentxl. 

“We  started  with  a  print  cam¬ 
paign,”  says  Wilkinson,  who  has 
Ixen  with  the  Kentucky'  newspa- 
[xr  for  20  years  and  wears  two 
hats  as  vice  president  of  market¬ 
ing  for  the  Llera/d-Leader  and 
head  of  Knight  Ridder 
Pnxiuctions,  an  advertising 
agency  for  independent  news[x- 
ixrs.  “We  wanted  our  ads  to 
stand  out.  We  didn’t  want  clutter. 
So  we  used  lots  of  white  space 
with  our  logo,  which  is  whimsical 
and  very'  colorful.  And  then  for 
each  atl,  we  came  up  with  three 
words  that  would  play  off  the 
cadence  of  the  tagline.” 

Two  of  the  words  highlighted 
information  offered  on  the  site. 
The  third  had  a  Kentucky  twist 
on  a  topic. 

“For  entertainment  we  hatl 
'TV  movies  and  George 
Ckxiney,'”  Wilkinson  explains. 
George  Ckxiney  and  a  Web  site 
in  Kentucky'?  Wltat  could  possibly 
lx  the  connection? 

“George  Ckxiney  is  our  kxal 
Ixiy  who  made  gtxxl,”  Wilkinson 
re[ilies  matter-of-factly. 
"Every'hxxly  in  Kentucky'  keeps 
up  with  Georgie  Ixiy.” 

"Okay,  what’s  next?”  asks  a  non- 
Kentuckian.  “  ‘Stfx'ks,  sales  leads 
and  basketball  stats,’  ”  Wilkinson 
says.  Women  in  Kentucky'  nice  to 
the  basketball  stats?  “Every'one  in 
Kentucky'  is  basketballxrazy',” 
Wilkinson  asserts.  “That’s  why 
everyone  reads  the  stats. 
Esjxcially  when  it  comes  to  the 
Wildcats,  our  University  of 
Kentucky'  team.” 

'fhen  there  was  “News,  politics 
and  migraine  therapy.” 

Clearly  this  was  a  Kentucky 


kind  of  campaign.  So  the  ads  ran 
in  the  local  papers  and  maga¬ 
zines  in  laiuisville  and  I^xington. 
After  that,  the  marketing  team 
introduced  other  elements, 
including  ads  featuring  the  logo 
on  outdtxir  transit  throughout 
the  state  that  is  world  famous  for 
the  Kentucky  Derix. 

But  the  coup  de  grace  of  the 
campaign,  as  Wilkinson 
describes  it,  was  the  10-second 
animated  'YV  spot  promoting 
Kentucky'.com.  “The  commercial 
was  the  final  piece  of  the  mar¬ 
keting  puzy.le.  It  brought  every'- 
thing  home,”  Wilkinson  says 
proudly:  “We  had  our  logo  wig¬ 
gling  around  the  screen,  anti  in 
the  background  a  Jimi  Hendrix 
•soundalike  is  singing  .V/v  Old 
Kentucky'  Home  in  the  same 
manner  Hendrix  tlid  at  the 
Wtxxlsttx'k  festival  when  he  sang 
“The  Star-Spangled  Banner’.” 

For  Wilkinson,  the  Herald- 
Leader,  Knight  Ridder  anti  the 
gang  at  Kentucky.ctim,  their 
winning  promtition  of  an 
online  newspaper  service  was  a 
huge  success.  Traffic  tt) 
Kentucky'.com  increa.setl  83% 
one  mtinth  after  the  launch  of 
the  metlia  campaign  anti 
increased  another  81%  by  the 
enti  of  the  eight-week  promo- 
titin.  In  atldition,  Kentucky'.com 
achieved  an  “ever  used”  reach 
equal  to  that  t)f  the  two  mt)st- 
known  kxal  ctimpetittirs. 

“Our  worti  t)f  mtiuth  was 
great,”  Wilkin.stin  adds.  “We 
movetl  from  Kentucky  Connect 
to  Kentucky,  com  without 
missing  a  beat.” 
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EXTRA  EXTRA!  “Life’s  getting 
easier.  Read  all  about  it!” 


Pittsburgh 
Post- Gazette 


CATEGORY  12 

Reader  Contest: 


Just  imagine  picking  up  the 
paper  and  seeing  your 
name  accompanied  by  “You 
have  just  won  a  year  of  free  maid 
service.”  You’d  probably  flip!  And 
many  Pittsburghers  did  when  they 
won  the  Pittsburgh  Post-Gazette's 
“Take  It  Easy”  contest. 

The  winners  never  entered 
anything,  all  they  had  to  do  was 
find  their  names  in  the  paper, 
and  they  won  the  game.  Fifteen 
Pittsburgh-area  residents  a  day 
wound  up  with  prizes  like  weekly 
pizza  deliveries,  free  landscaping, 
groceries,  tanks  full  of  gas,  flow¬ 
ers,  gourmet  meals  delivered  to 
their  homes,  monthly  haircuts 
and  Swedish  massages. 

And  when  the  people  of 
Pittsburgh  read  that  people  they 
knew  were  actually  winning,  they 
couldn’t  wait  to  get  their  hands 
on  the  Post-Gazette. 

The  idea  for  the  contest  began 
when  general  manager  David 
Beihoff  suggested  to  marketing 
director  Tracy  DeAngelo  that  they 
come  up  with  a  concept  that 
would  reward  readers  and  aggres¬ 
sively  market  the  paper  through¬ 
out  Western  Pennsylvania.  With 
the  help  of  the  Dymun  Nelson 
and  Co.  advertising  agency,  the 
marketing  team  designed  a  game 
that  was  exciting  and  easy  to  play. 

“We  wanted  to  reach  everyone 
in  our  market,  loyal  subscribers, 
single-copy  buyers,  and  non  sub- 
•scribers,”  explains  DeAngelo.  “We 
weren’t  sure  how  to  do  that.  We 
thought  of  picking  people  from 
the  phone  txxik,  but  wanted  to 
make  sure  our  winners  were  all 
alive  and  still  living  in  the  area.  So 
we  hired  a  research  firm  that  gave 
us  lists  of  people  from  a  regional 
database.  That  way  everyone  in 


Western  Pennsylvania  was  eligible 
without  having  to  enter.” 

The  marketing  depanment  had 
a  month  to  put  together  the  entire 
campaign  so  they  could  kick  it  off 
six  weeks  before  Christmas. 

DeAngelo  and  her  staff  spent 
part  of  their  time  dreaming  up 
prizes  they  themselves  would  like 
to  win.  They  made  sure  that  the 
participating  businesses  were  situ¬ 
ated  throughout  the  six  counties 
in  the  circulation  area,  so  if  a  read¬ 
er  won  a  year’s  supply  of  gro¬ 
ceries,  he  wouldn’t  have  to  drive 
very  far  to  get  his  food. 

They  designed  a  graphic  of  an 
old-time  newsboy  as  the  logo  for 
the  campaign  and  then  launched 
a  search  for  a  child  to  play  the 
role  in  the  black  and  white  1930’s- 
style  commercials.  After  audition¬ 
ing  15  children  from  the 
Pittsburgh  area,  nine-year-t)ld 
Glendon  King,  “a  regular  boy  who 
was  honest  and  fresh-faced,”  as 
DeAngelo  describes  him,  was  cho¬ 
sen  to  spread  the  news. 

The  kickoff  media  blitz  was 
huge.  There  were  point-of-pur¬ 
chase  materials  on  coin  boxes 
and  at  grocery  and  convenience 
stores.  Commercials  were  all 
over  radio  and  TV  Post-Gazette 
employees  wore  orange  and  yel¬ 
low  buttons  that  said  “Take  it 
Easy”.  Morale  at  the  paper  began 
to  build  as  the  contest  took  off. 

Each  day  15  winners  were  ran¬ 
domly  selected  by  a  computer 
from  the  database.  The  names 
appeared  in  15  one-column-wide- 
by-four  inch  ads  throughout  the 
paper  featuring  the  newsboy  icon. 
In  order  to  win,  the  person  named 
in  the  ad  had  to  call  the  paper  and 
redeem  the  prize  between  7a.m. 
and  7p.m.  that  day.  If  they  didn’t 


call,  they  didn’t  win. 

Contest  fever  expkxied.  Every 
Sunday  the  paper  featured  full- 
page  ads  with  photos  of  the  win¬ 
ners  announcing  “Life  just  got  easi¬ 
er  for  these  people.”  “It  was  like 
the  movie  Six  Degrees  of 
Separation”,  DeAngelo  recalls.  “It 
seemed  like  everv'one  knew  some¬ 
one  who  had  won,  an  aunt,  a 
neighbor.  Everylxxly  was  reading 
the  paper!” 

Post-Gazette  employees  were 
proud  being  part  of  the  excite¬ 
ment.  The  paper  ’s  name  was  all 
over  town.  At  the  downtown 
Pittsburgh  holiday  parade  .spon¬ 
sored  by  Kaufman’s  Department 
.store,  .seven  boys  who  had  audi¬ 
tioned  for  the  commercial  dressed 
up  as  newsboys  and  hawked  the 
$125,CXX)  worth  of  prizes. 

Letters  poured  in. 

Pittsburghers  thanked  the  Post- 
Gazette  for  making  a  difference  in 
their  lives  during  the  Christmas 
.season.  Others  wrote  about  how 
.searching  through  the  paper  had 
introduced  them  to  sections  they 
had  formerly  skipped. 

The  contest  lasted  six  weeks 
from  kickoff  to  finish  and  80  per¬ 
cent  of  the  winners  called  to  claim 
their  prize.  “Take  It  Easy”  also 
generated  a  daily  increase  of  2000 
single-copy  .sales  and  developed 
new  readership  habits  as  more 
people  began  to  read  more  sec¬ 
tions  building  traffic  for  advertisers 
throughout  the  newspaper. 

When  it  was  over,  DeAngelo 
and  her  staff  said  the  contest  had 
made  them  feel  a  little  like  Santa 
Claus.  "The  Pittsburgh  Post- 
Gazette  is  a  lYilitzer  Prize-win¬ 
ning  paper,”  DeAngelo  adds. 

“But  we  have  lots  of  fun,  too!” 
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OVER  3,000  PROFESSIONALS  HAVE  ALREADY  TAKEN  ADVANTAGE  OF  THIS  POWERFUL  TRAINING  PROGRAM, 
McELLIGOTT  FIDELITY  INVESTMENTS  FORTUNE  GENERAL  MILLS  GILLETTE  HASBRO  HEARST  IBM  J.  WALTER 
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REGISTER  NOW  FOR  THESE 

1  ONE  DAY  TRAINING  SEMINARS 

/  DESIGNED  TO  HELP  YOU  MASTER  THE  INTERNET  BUSINESS! 


SHERATON  NEW  YORK  HOTEL  &  TOWERS 


Friday,  June  16, 2000 
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Learn  what  counts  and  how  to  count  it!  This  course  will  cover  the 
issues  and  technology  of  measurement,  research  and  targeting,  and 
how  to  use  data  in  the  buying,  selling  and  evaluation  process. 
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,  .  ,  ,  ,  ,  ,  ,  ,  II  ,»/ I  I  Learn  a  practical,  how-to  approach  to  building  reliable,  realistic 

Get  the  in-depth  knowledge  you  need  to  buy  or  sell  Web  ads.  qpJ  defensible  revenue  models,  forecasts  and  management 

Full  day  curriculum  provides  training  and  information  for  both  plans  for  Internet  businesses  based  on  advertising,  sponsorship 

novice  and  experienced  Buyers  and  Sellers.  or  similar  revenue  sources. 
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TA'  n  ii  Investors  Business  Daily  solbriqht 

|/\  Vl  Mio^A  DON'T  READ  IT.  USE  IT.-  i,i»i ..du ..i™.  ^ 

TOREGISHR  ONLINE  OR  FOR  MORE  INFO,  VISIT  VmWJLDWEEK.COM/ADWEEKC0NF/  OR  CALL  888.S36.8S36 
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^afobase  uiith  npplicatioii 


•  Find  The  Information  You  Want  lnstahtf|^  »  -  ai.. a- 

With  a  CD-ROM  drive  linked  to  your  PC,  you’ll  hav^'  access 
to  Year  Book  information  instantly.  A  fully  indexed,  searchable 
database  allows  you  to  pull  out  Year  Book  data  with  the  criteria 
you  select. 

•  It’s  Easy,  It’s  Fast 

The  simple,  menu-activated  search-and-display  capability  ot 
our  CD-ROM  makes  finding  data  and  compiling  lists  easier 
than  ever. 

•  Search  By  Any  Field 

Your  options  are  limitlessi  Sort  newspapers  by  equipment 
use.  Sort  and  rank  by^publication  days  and  circulation. 
Search  for  special  topic  editions  ... 

•  Exportable  Data 

All  the  information  can  be  exported  to  your  PC  in  a  wide 
range  of  formats,  including  Word  Perfect,  Lotus,  DBF, 

ASCII,  etc. 

•  Listing  Capabilities  tor  Mailings 

Cus^nmze  mailing  lists  for  each  of  your  communications 
pro^^s.  Export  data  to  your  own  label  utility! 


•  CD-ROM  Sections 

CD-ROM  includes  all  data  for  U.S.  Dailies, 
U.S.  Weeklies,  Canadian  Newspapers,  For¬ 
eign  Newspapers  and  Mechanical  Equipment 
sections  contained  in  the  2000  print 
version  ...  names  of  contacts  and  their  areas 
of  r^ponsibility,  plus  other  critical  information 
about  newspapers,  newspaper  suppliers  and 
service  companies. 


SYSTEM  REQUIREMENTS;  Window  95,  98  and  NT  -  32  MB  of 
RAM  minimum,  SVGA  Monitor  or  higher,  10  MB  available  hard 
drive  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7 
or  later,  2.5  MB  RAM  minimum,  2  MB  avaifable  hard  drive  space. 
DOS  -  VGA  monitor  or  higher,  DOS  3.3  or  highw,  Microsoft 
CD-ROM  extensions,  640K  RAM,  3MB  available  hard  drive  space. 

CD-ROM  with  listing  capabilities :  $895 

For  more  information  or  to  order  call 

(800)336-4380,  ext.  172 

or  order  online  at  ynww.MlitQi?.nilP«Mi8te 


MORE  THAN  500,000  NEWSPAPER  FACTS! 
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John  Oppedahl,  publisher  of 
The  Arizona  Republic  in 
Phoenix,  looks  at  “process 
mapping’’  with  Toni 
Antonellis,  vice  president  for 
strategy  and  organizational 
development. 
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The  Republic  used  GIS  software  to  visualize 
area  home  sales  —  and  show  readers 
where  to  find  local  Christmas  lights. 


.  L.  STONE 

IOVE  OVER,  LOCATOR  MAPS.  In  THE  NEWSPAPER 

industry,  maps  aren’t  just  for  pinpointing  loca¬ 
tions  anymore  —  they’re  transforming  raw, 
complicated  data  into  award-winning  stories. 
And  that’s  not  all.  Some  papers  are  using  what 
GIS  —  maps  on  steroids  —  not  only  in  editorial  but  in 
irt,  circulation,  and  employee-relations  departments. 
!rs  are  fast  adopting  the  new  tool,  which  is  powered  by 
ises  that  can  show  concentrations  of  crime,  socioeco- 
Lcial  distribution,  real-estate  listings,  storm  damage. 
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What  is  GIS? 


GIS  (geographic  information  systems)  combines  databases  with 
base  maps  in  a  series  of  digitized  layers  that  can  be  accessed 
using  sophisticated  computer  software 

Cj|8|p> 
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fraud  in  the  wake  of  Hurricane  Andrew  in 
1992.  In  his  Miami  Herald  investigation, 
Doig  overlaid  maps  of  geographically  spe¬ 
cific  wind  speeds  with  building  inspection 
j  damage  reports,  and  drew  the  conclusion 
that  significantly  more  building  damage 
was  inflicted  in  areas  of  kmer  wind  speeds. 

Upon  further  investigation,  Doig  and 
his  team  uncovered  shoddy  building  and 
inspection  practices  thanks  to  the  revela¬ 
tions  that  the  GIS  software  provided. 
(Doig  is  now  writing  a  book  for  journalists 
on  Census  2000  and  how  to  maximize  use 
of  GIS  mapping.) 

“Part  of  investigative  reporting  is  find¬ 
ing  a  story  to  report  on,”  says  Howard  Fin- 
berg,  director  of  technology  and 
information  strategies  for  Central  News- 
I  papers  Inc.  (CNI),  based  in  Phoenix.  “GIS 
is  the  framework  for  discovery.” 

And  now  GIS  applications  and  other 
j  mapping  processes  are  going  well  beyond 
I  the  newsroom. 


Seeing  IS  BftiEviNG 


disease  incidence,  and  any  other  subject 
with  a  geographically  linked  database  as¬ 
sociated  with  it. 

Now,  editors  and  publishers  are  gearing 
up  for  perhaps  the  biggest  data-mapping 
extravaganza  of  all  time,  the  release  of  a 

broad  range  of  U.S.  Census  - 

data,  once  the  2000  informa- 
tion  is  released  incrementally 
starting  in  April  2001. 

GIS,  which  stands  for  geo-  I  N  I 

graphic  information  systems,  H  r0( 

“is  indispensable,”  says  Ted  I  gr< 

Mellnik,  investigative  reporter  were  I 

for  The  Charlotte  (N.C.)  Ob-  nalistJ 

server.  “I  don’t  know  how  any  . 

newspaper  could  go  through 
the  year  2001  without  mapping 
software.  How  else  are  you  go-  ^ 

ing  to  look  for  patterns  in  cen-  8  a .  m 
sus  data?  How  else  are  you  ed  itor 

going  to  convey  the  patterns  to  States 
your  readers?  There  is  no  sub-  SwitZi 
stitute  for  visualization  as  a  way  There 

to  find  and  convey  trends  and 
patterns.- 

Five  different  companies 
have  developed  mapping  soft-  born  ( 
ware,  including  front-runner  _ 


ESRI,  Mapinfo,  Intergraph  Corp.,  Au- 
toDesk  and  newcomer  Microsoft. 

GIS,  in  fact,  has  been  quietly  used  for 
many  years  now.  Stephen  Doig,  the  inves¬ 
tigative  reporter,  used  GIS  in  his  Pulitzer 
Prize-winning  work  about  building  permit 


Perhaps  the  newspaper  using  this  soft¬ 
ware  most  broadly  is  Central  Newspapers’ 
Arizona  Republic. 

The  miles  of  fhiitless  desert  outside 
Phoenix  are  a  stark  contrast  to  the  innova¬ 
tive  spirit  at  The  Arizona  Republic,  which 
has  embraced  new  technologies  and  cor¬ 
porate  operations  to  be  more  competitive 
in  the  local  marketplace. 

Faced  vrith  competition  for  advertising 
with  direct  marketers  and  encroaching  lo¬ 
cal  publishers,  the  Republic  stands  tall  in 
its  shiny  new  corporate  headquarters  tow¬ 
ering  over  the  business  district  of  the 


Putting  the  graphic  in  geographic 


IN  March  1999,  organizers  of  a  grass- 
roots  group,  “Journalism  and  Geo¬ 
graphic  Information  Systems”  (JAGIS) 
were  hoping  that  maybe  two  dozen  jour¬ 
nalists  might  get  up  early  for  the  inaugural 
meeting  at  the  annual  NICAR  conference 
on  computer-assisted  reporting. 

To  their  amazement,  38  arrived  at  the 
8  a.m.  breakfast  meeting,  including 
editors  and  reporters  from  the  United 
States,  Canada,  Australia,  Great  Britain, 
Switzerland,  Sweden,  and  South  Africa. 
There  they  discussed  ways  to  get  JAGIS 
off  the  ground. 

After  that,  the  JAGIS  movement  was 
born  (http://online.sfsu.edu/~jagis),  with 


the  purpose  of  sharing  GIS  information, 
data,  and  tips  with  other  journalists;  edu¬ 
cating  the  industry  about  the  power  and 
utility  of  GIS;  ensuring  data  standards 
evolve  for  journalists;  promoting  GIS  in 
journalism  education;  and  working  toward 
international  membership. 

“Over  time,  geographical  information 
systems  will  be  as  important  as  spread¬ 
sheets  and  databases,"  says  Tom  “J.T." 
Johnson,  one  of  the  founding  members  of 
JAGIS.  “With  spreadsheets,  you  can  draw 
charts  and  graphs;  with  GIS,  you  can 
draw  maps,  and  communicate  the  results 
of  the  analysis  to  the  readers." 

—  Martha  L.  Stone 
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eighth-largest  city  in  the  United  States. 
John  F.  Oppedahl,  CEO,  president,  and 
publisher,  has  led  his  company  with  a  kind 
of  pioneer  spirit  focused  on  more  efficient 
ways  to  do  business. 

“I’m  especially  proud  of  the  fact  that  the 
Republic  is  growing  while  we’re  adapting 
to  change,”  he  says.  “We  continue  to  re¬ 
create  our  products  and  our  organization 
to  meet  the  needs  of  the  market.” 

One  way  the  Republic  has  done  that  is 
via  extensive  use  of  GIS.  “With  geographic 
mapping,”  Oppedahl  explains,  “you  can 
look  outside  your  building  at  the  activities 
of  readers  on  behalf  of  your  circulation  de¬ 
partment,  for  instance.  You  can  analyze 
patterns  of  human  behavior  and  crime 
statistics,  which  help  your  journalists  do  a 
better  job  describing  the  world.” 

Oppedahl,  an  affable,  self-assured  exec¬ 
utive  whose  spacious  office  overlooks  the 
picturesque  mountains  ringing  Phoenix, 
believes  that  technology  is  the  catalyst  that 
spurs  his  company  and  its  employees 
through  the  challenges  of  the  changing 
economy.  But,  as  he  says,  “You’ve  got  to 
have  a  staff  that  is  interested  in  this  stuff.” 

A  team  of  Republic  employees,  includ¬ 
ing  managers  —  55  in  all  —  are  constantly 
exploring  new  uses  for  mapping.  CNI  will 


add  50  more  to  the  team  in  the  near  fu¬ 
ture.  The  compemy  has  been  using  one  of 
the  GIS  systems  for  a  few  years,  often  de¬ 
vising  new  uses  for  the  database-driven 
software: 

•  Advertising:  Dena  Greenawalt,  di¬ 
rector  of  advertising  and  marketing  appli¬ 
cations  for  CNT  (a  division  of  CNI) ,  says 
advertising  can  use  GIS  software  in  several 
ways.  For  example,  the  Republic  has 
mapped  data  provided  by  Scarborough 
Research  (a  VNU  corporate  sibling  of 
E^P)  to  show  the  demographic  composi¬ 
tion  of  Phoenix,  then  mapped  advertisers’ 
chains  of  stores  to  help  them  make  edu¬ 
cated  advertising  buys  to  target  desired 
demographics  for  ad  campaigns.  That 
way,  advertisers  such  as  Kroger’s  and 
Smitt^s  grocery  chains  can  target  certain 
zones,  or  a  whole  valley. 

•  Community  Service:  In  anticipation 

of  a  New  Year’s  Eve  filled  with  gunfire,  the 
Republic  late  last  year  devised  a  “hot  zone” 
map  to  warn  readers  about  potentially 
dangerous  areas  of  the  city,  based  on  sites 
of  recent  shootings.  After  the  new  year 
was  ushered  m,  Arizona  Republic  editors 
compared  the  hot  zone  map  vvdth  New 
Year’s  Eve  gun  incidents,  and  found  evi¬ 
dence  of  a  solid  _ 

1 _ _  I - 13510  69 


hypothesis:  most  of  the  incidents  predict¬ 
ed  in  the  map  were  areas  where  gun  inci¬ 
dents  indeed  occurred. 

•  Circulation:  Arizona  newspapers, 
like  others  located  in  retirement  havens, 
have  volatile  circulations.  The  Republic 
experienced  one  of  its  sharpest  circulation 
declines  during  the  fourth  quarter  of 1999. 
Without  the  GIS  software,  newspaper  ex¬ 
ecutives  could  have  only  guessed  about  the 
reasons  for  the  drop. 

But  by  layering  circulation  maps  over  a 
map  of  retirement  communities,  the  circu¬ 
lation  department  saw  clearly  that  the 
mild  winter  weather  was  probably  the  cul¬ 
prit:  retiree  communities  such  as  trailer 
parks  in  traditionally  transient  areas  of  the 
city  were  slow  to  fill  up  in  the  third  quar¬ 
ter.  The  circulation  staff  responded  by 
marketing  the  paper  in  those  areas  at  gro¬ 
cery  stores  and  community  centers  as  the 
transient  population  filled  in. 

•  Graphics:  The  Republic  has  cut 
down  on  the  time  needed  to  create  dozens 
of  locator  maps  each  month  for  its  local 
real-estate  guide.  “We  quickly  turn  out 
450  maps  for  ‘Apartment  Choices’  every 
month,  which  would  have  taken  two 


Change  in 
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Using  GIS  systems, 
the  Omaha  World- 
Herald  produced 
numerous  maps  illus¬ 
trating  why  this  was 
not  a  “simple”  story,  as 
staffers  put  it.  Among 
other  things,  the  maps 
showed  how  rates  of 
reported  violent  and 
nonviolent  crime  had 
changed  over  the  past 
decade  in  different  sec¬ 
tions  of  the  city.  This  is 
the  kind  of  treatment 
where  GIS  provides  not 
only  insight  but  a 
brighter  graphic 
approach. 
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weeks  in  [Adobe]  Illustrator,”  says  ^ 
Ellen  Steevensz,  knowledge  data 
manager  for  COT. 

Also,  information  graphics,  such 
as  election  results,  can  be  created  \ 
in  the  GIS  software  called  ESRI  > 

ArcView  and  flowed  in  via  data¬ 
base  as  the  infonnation  becomes  jg — 
available,  rather  than  by  hand,  : 
which  could  take  an  artist  hours  to 
complete  and  leave  open  the  possi-  '  . 
bility  for  errors. 

•  Employee  rei.ations:  The  Re¬ 
public  also  has  found  ways  to  use  cr  s 
the  software  to  comply  with  laws 
and  help  their  employees.  Federal 
vehicle-emissions  law  s  mandate 
that  companies  as  large  as  the /?e-  !  ^ 

public  must  require  a  certain  de- 
gree  of  carpooling  to  reduce 
emissions.  So  the  Republic  used  GIS  to 
map  where  employees  lived,  and  then  cre¬ 
ated  suggested  carpool  lists  for  them. 
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How  IT  WORKS 


In  the  simplest  terms,  GIS  allows  the  vi¬ 
sualization  of  database  information  dis¬ 
played  on  maps.  More  specifically,  GIS 
software  is  able  to  pull  tabular  “geocoded” 
data  from  databases  and  plot  the  data  on 
maps.  “Geocoded”  means  the  information 
listed  in  a  database  is  tagged  with  latitude 
and  longitude  values  so  it  can  be  mapped. 


Income  and  school  achievement 

I 

Some  83  of  the  326  schools  in  Santa 
Clara  County  —  more  than  one-fourth 
^  of  the  total  —  rank  among  the  top  10 

percent  of  schools  statewide.The  11 
/  '  schools  that  rank  in  the  bottom  10 

nnyVale  :  percent  statewide  are  clustered  in  poorer 
“  areas  of  central  and  East  San  Jose. 
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With  hundreds  of  thousands  of  users 
worldwide  in  hundreds  of  industries,  GIS 
has  had  plentv’  of  suceess  stories.  Compa¬ 
nies  such  as  Domino’s  Pizza  and  Sears, 
Roebuck  and  Co.  use  GIS  to  plot  deliverv’ 
routes  to  cut  dowm  on  travel  time.  McDon¬ 
ald’s  and  many  other  companies  use  GIS 
to  study  potential  areas  to  open  new'  stores 
based  on  demographics  and  pro.ximitv'  to 
other  stores. 

Many  other  industries  are  using  geo¬ 
graphic  mapping  to  research  and  draw' 
conclusions.  The  national  Centers  for  Dis¬ 
ease  Control  and  Pre- 
I  •  .  vention,  and  the 

Cni6V6IT16nt  Agency  for  Toxic  Sub 

bools  in  Santa  stances  and  Disease 

than  one-fourth  Registrv',  both  in  At- 
longthetopIO  lanta,  are  using  GIS  to 

?bittom^V^  '  track  the  spread  of 
iustered  in  poorer  diseases  such  as  polio, 
ast  San  Jose.  ,  malaria,  and  Lv'me 

r-*!  ,  "  — -  i  disease.  The  agencies 

-  v'^  '  I  also  are  using  GIS  to 
A  .  study  risks  for  chil- 

^  ^  dren  exposed  to  lead 

,  -  and  pesticides  as  w'ell 
\  .  as  those  who  are  un- 

^  derimmunized. 

//'v  '  Users  of  the  soft- 

I  ware  feel  GIS  demys- 
^  /  p — tifies  the  process  of 
A  "  '  discovery  and  empovv- 


\,  GIS  software  enabled 
^  the  San  Jose  (Calif.) 
Mercury  News  to 
project  potential 
^  r_|if„,  ■  mudslide  problems 
”  brpftmsrtof!  in  the  Santa  Cruz 
^enrfon,  duftot  I  Mountains  by 
-MERCURY NEWS  Combining  geological 


In  1998,  The 
Philadelphia  Inquirer 
not  only  produced 
maps  showing  the 
city’s  daily  commuter 
patterns  but  also 
identified  top  locations 
for  the  worst  traffic 
accidents. 


^  M  those  who  use  it. 

6  /r\  *  ® 

)  ^,'  q the  tools  in  the  hands 
i?7i9  P  ^47,720  39  ,  Qp  those  who  actually 
/12957/  Xp  ’  do  the  work,”  CNI’s 

VI4168.  _.  , 

0  30.246  Pmbergsays. 

n2^  V  While  GIS  has  e.x- 

^  22.292  X' 

o  30,421  three  significant  de- 

A  J  velopments  have 
made  it  more  palat¬ 
able  for  media  and  other  industries  of  late. 

“The  reason  why  GIS  is  such  a  powerful 
tool  today  is  that  it  reflects  the  conver¬ 
gence  of  trends  in  digital  America,”  says 
Tom  “J.T.”  Johnson,  a  professor  of  jour¬ 
nalism  at  San  Francisco  State  University 
and  one  of  the  founders  of  Journalism  and 
GIS,  or  “JAGIS”  (see  sidebar,  p.  24). 

Johnson  says  there  is  now  sufficient 
horsepower  in  desktop  computers  to  han¬ 
dle  GIS  software  and  the  databases  that 
work  vv’ith  such  programs;  that  GIS  soft¬ 
ware  has  evolved  over  the  past  15  to  20 
years;  and  that  public  agencies  storing 
data  have  “geocoded”  a  great  deal  of  it. 


How  EDITORS  USE  GIS 


Most  of  the  uses  of  GIS  in  newsrooms 
are  more  routine  than  Stephen  Doig’s 
Pulitzer  Prize-winning  work.  They  include 
mapping  traffic  patterns,  crime  inci- 
denees,  or  demographie  eoneentrations. 
But  the  results  can  still  be  significant: 

•  The  Omaha  (Neb.)  World-Herald  in 
late  1998  used  GIS  in  a  series  of  maps  to 
pinpoint  high-crime  areas  of  Omaha  and 
its  vicinity.  Covered  w  ere  murder,  theft, 
and  burglarv',  among  other  violent  and 
nonviolent  crimes.  In  reporter  Carol 
Napolitano’s  research,  the  mapping  data¬ 
base  scoured  and  pinpointed  300,000 
crime  incidents  over  seven  years.  It  would 
have  been  impossible  for  the  art  depart¬ 
ment  to  do  the  map  by  hand. 

•  The  Philadelphia  Inquirers  Neill 
Borow'ski  led  a  projeet  that  produced 
maps  showing  Philadelphia’s  daily  com¬ 
muter  patterns  in  1998.  Later  that  year, 
the  Inquirer  mapped  and  identified  top 
locations  for  worst  accidents  using  the 
technology. 

•  Jennifer  LaFleur,  former  5an  Jose 
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(Calif.)  Mercury  Nexcs  reporter,  projected 
potential  mudslide  problems  in  the  Santa 
Cruz  Mountains.  LaFleur  led  a  project 
that  overlaid  permit  data  and  geological 
data  onto  one  map  to  extrapolate  which 
areas  would  be  susceptible  to  landslides. 

•  The  Charlotte  Observers  Mellnik  last 
year  contributed  to  a  five-part  series  called 
“Deciding  Desegregation.”  The  series  ex¬ 
plored  a  scenario  in  which  kids  would  go 
to  the  school  in  their  neighborhood,  not 
one  requiring  them  to  be  bused  across 
towTi  according  to  Charlotte’s  desegrega¬ 
tion  plan.  In  the  award-uinning  package, 
the  school  district’s  90,000  students  and 
dozens  of  schools  were  mapped,  and  pro¬ 
posed  school  boundaries  were  made. 
Months  later,  a  federal  judge  ordered  the 
school  district  to  abandon  busing. 

"VVe  were  in  a  position  of  being  able  to 
give  a  thoughti’ul  look  at  a  scenario  right 
on  the  eve  of  it  really  happening,”  Mellnik 
says.  “We  got  a  lot  of  good  feedback  from 
readers,  who  were  glad  we  explored  these 
implications.” 

•  Every’  week,  the  Evansville  (Ind.) 
Courier  C?  Press  publishes  crime  maps  on 
its  Web  site, 

“[GIS]  is  definitely  part  of  the  future  of 
journalism,”  says  Brant  Houston,  execu¬ 
tive  director  of  Investigative  Reporters 
and  Editors  Inc.  (IRE)  in  Columbia,  Mo. 
“It’s  much  easier  to  convey  a  message 
from  yisualizations.  In  the  future,  jour¬ 
nalists  yvill  be  yvorking  more  yvith  data¬ 
bases,  and  the  more  they  can  visualize 
them,  the  better.” 


Data  ON  IHE  BRIDGE 


The  possibilities  for  the  use  of  the  geo¬ 
mapping  technology-  are  only  limited  by 
yvhether  a  database  exists  yy-ith  the  infor¬ 
mation,  and  the  imagination.  Crime 
statistics,  disaster  damage,  cancer  inci¬ 
dences,  demographic  concentrations,  vot¬ 
ing  habits,  religious  affiliations,  and 
population  shifts  are  just  some  of  the  areas 
of  neyvs  to  be  explored. 

In  all,  says  Jack  Dangermond,  CEO  of 
ESRI  in  Redmonds,  Calif,  “$5  billion  to 
$7  billion  in  the  private  sector  is  being 
spent  on  mapping  layers  of  information 
used  for  city  and  state  functions.  Most  of  it 
hasn’t  been  used  for  public  access.  Hoyv 
about  the  other  billions  of  these  dollars 
laving  there  unleveraged?  When  neyvspa- 

Stephen  Doig,  then  an  investigative 
reporter  for  The  Miami  Herald,  shared  a 
Pulitzer  Prize  for  public  service  in  1993 
after  using  GIS  for  his  work  on  building 
permit  fraud  in  the  wake  of  Hurricane 
Andrew  the  preceding  year. 

www.editorandpublisher.com 


At  4:55  a.m.  Monday.  National  Wtethor  , 
Service  radar  snapped  this  view  of 
Hurricane  Andrew.  The  strongest  winds 
spun  around  H^e  storm's  calmer  eye,  | 
cutting  across  southern  Dade  liKe  a  | 
buzzsaw  blade.  In  this  snapshot.  , 

Homestead  Air  Force  Base  had  already 
been  swept  by  the  storm's  most  intense  i 
winds,  in  red  Other  high  speed  winds 
were  beanng  down  on Tamiami  Airport. 

Weather  service  officials  cam  say  just 
how  fast  winds  were  blowing  based  on 
radar,  which  measures  intensity  in 
"decibels."  But  they  estimate  that  areas  in 
red  were  experiencing  wind  gusts  of  more  ' 
than  160  mph,  with  orange  areas  i 

receiving  somewhat  less  intense  winds.  i 
Yellow  areas  were  probably  experiencing  \ 
140  mph  winds,  while  areas  in  green  were  '. 
being  raked  by  somewhat  less  intense 
winds. 

Wind  speeds  varied  throughout  Dade 
and  Broward  as  the  storm  moved 
westward  at  16  miles  an  hour,  advancing  { 
a  quarter-mile  with  every  minute.  Some  j 
areas  msy  have  experienced  higher  wind 
speeds  at  other  times  i 


Oecibets  measure  storm  density  —  a  com¬ 
bination  of  wind  speed  and  rain.  Ten  dectoeis 
is  a  less  intense  storm.  45  ts  the  greatest 
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In  1998,  The 
Philadelphia  Inquirer 
not  only  produced 
maps  showing  the 
city’s  daily  commuter 
patterns  but  also 
identified  top  locations 
for  the  worst  traffic 
accidents. 


weeks  in  [Adobe]  Illustrator,”  says  i 
Ellen  Steevensz,  knowledge  data  i 
manager  for  CNT. 

Also,  information  graphics,  such 
as  election  results,  can  be  created  |  ^ 
in  the  GIS  software  called  ESRI  i 
ArcView  and  flowed  in  via  data¬ 
base  as  the  information  becomes  ^ _ 
available,  rather  than  by  hand, 
which  could  take  an  artist  hours  to 
complete  and  leave  open  the  possi-  ;  l 
bility  for  errors. 

•  Employee  relations:  The  Re-  \ 
public  also  has  found  ways  to  use  ip< 
the  software  to  comply  with  laws  [  o 
and  help  their  employees.  Federal 
vehicle-emissions  laws  mandate 
that  companies  as  large  as  the  Re-  |  ' 

public  must  require  a  certain  de-  L 
gree  of  caipooling  to  reduce 
emissions.  So  the  Republic  used  GIS  to 
map  where  employees  lived,  and  then  cre¬ 
ated  suggested  carpool  lists  for  them. 
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ers  those  who  use  it. 
“It’s  vital  you  have 
the  tools  in  the  hands 
of  those  who  actually 
do  the  work,”  CNI’s 
Finberg  says. 

While  GIS  has  ex¬ 
isted  for  30  years, 
three  significant  de¬ 
velopments  have 
made  it  more  palat¬ 
able  for  media  and  other  industries  of  late. 

“The  reason  why  GIS  is  such  a  powerful 
tool  today  is  that  it  reflects  the  conver¬ 
gence  of  trends  in  digital  America,”  says 
Tom  “J.T.”  Johnson,  a  professor  of  jour¬ 
nalism  at  San  Francisco  State  University 
and  one  of  the  founders  of  Journalism  and 
GIS,  or  “JAGIS”  (see  sidebar,  p.  24). 

Johnson  says  there  is  now  sufficient 
horsepower  in  desktop  computers  to  han¬ 
dle  GIS  software  and  the  databases  that 
work  with  such  programs;  that  GIS  soft¬ 
ware  has  evolved  over  the  past  15  to  20 
years;  and  that  public  agencies  storing 
data  have  “geocoded”  a  great  deal  of  it. 
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With  hundreds  of  thousands  of  users 
worldvWde  in  hundreds  of  industries,  GIS 
has  had  plenty  of  success  stories.  Compa¬ 
nies  such  as  Domino’s  Pizza  and  Sears, 
Roebuck  and  Co.  use  GIS  to  plot  delivery 
routes  to  cut  down  on  travel  time.  McDon¬ 
ald’s  and  many  other  companies  use  GIS 
to  study  potential  areas  to  open  new  stores 
based  on  demographics  and  proximity  to 
other  stores. 

Many  other  industries  are  using  geo¬ 
graphic  mapping  to  research  and  draw 
conclusions.  The  national  Centers  for  Dis¬ 
ease  Control  and  Pre- 
I  •  vention,  and  the 

Cnl6V6ni6nt|  Agency  for  Toxic  sub 

stances  and  Disease 
Registry,  both  in  At¬ 
lanta,  are  using  GIS  to 
track  the  spread  of 
diseases  such  as  polio, 
malaria,  and  Lyme 
disease.  The  agencies 
also  are  using  GIS  to 
study  risks  for  chil¬ 
dren  exposed  to  lead 
and  pesticides  as  well 
as  those  who  are  un¬ 
derimmunized. 

Users  of  the  soft¬ 
ware  feel  GIS  demys¬ 
tifies  the  process  of 
discovery  and  empow- 


In  the  simplest  terms,  GIS  allows  the  vi¬ 
sualization  of  database  information  dis¬ 
played  on  maps.  More  specifically,  GIS 
software  is  able  to  pull  tabular  “geocoded” 
data  from  databases  and  plot  the  data  on 
maps.  “Geocoded”  means  the  information 
listed  in  a  database  is  tagged  with  latitude 
and  longitude  values  so  it  can  be  mapped. 


Some  83  of  the  326  schools  in  Santa 
,Giara  County  —  nriore  than  one-fourth 
of  the  total  —  rank  among  the  top  10 
percent  of  schools  statewide. The  11 
schools  that  rank  in  the  bottom  10 
percent  statewide  are  clustered  in  poorer 
areas  of  central  and  East  San  Jose. 


Most  of  the  uses  of  GIS  in  newsrooms 
are  more  routine  than  Stephen  Doig’s 
Pulitzer  Prize-winning  work.  They  include 
mapping  traffic  patterns,  crime  inci¬ 
dences,  or  demographic  concentrations. 
But  the  results  can  still  be  significant: 

•  The  Omaha  (Neb.)  World-Herald  in 
late  1998  used  GIS  in  a  series  of  maps  to 
pinpoint  high-crime  areas  of  Omaha  and 
its  vicinity.  Covered  were  murder,  theft, 
and  burglary,  among  other  violent  and 
nonviolent  crimes.  In  reporter  Carol 
Napolitano’s  research,  the  mapping  data¬ 
base  scoured  and  pinpointed  300,000 
crime  incidents  over  seven  years.  It  would 
have  been  impossible  for  the  art  depart¬ 
ment  to  do  the  map  by  hand. 

•  The  Philadelphia  Inquirer’s  Neill 
Borowski  led  a  project  that  produced 
maps  showing  Philadelphia’s  daily  com¬ 
muter  patterns  in  1998.  Later  that  year, 
the  Inquirer  mapped  and  identified  top 
locations  for  worst  accidents  using  the 
technology. 

•  Jennifer  LaFleur,  former  San  Jose 


Sckoohin  Vn  T  /A  A  S 

'^Top  10  percent  I  ^ 

■  Bottom  10  percent  ^  w 

Meiiiin  hMW^Id  income  V  ff  a  I 

^Umier«HUno  _ '  - 

I  □  W^IOO-STSJKIO  \  Gilroy\Vi> 

I  □  STSJKIO-SIOOJIOO 

|Over$10IUI00  \  \ 

RESEARCH  BY  SETH  HIMMELGARN  AND  NADINE  SELDEN;  MAP  BY  CARL  NEIBURGER 


GIS  software  enabled 
the  San  Jose  (Calif.) 
Mercury  News  to 
project  potential 
mudslide  problems 
in  the  Santa  Cruz 
Mountains  by 
combining  geological 


MERCURY  news! 
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BHOWARD  COUNTY 


At  4:66  am,  Monday,  National  Waatlwr 
Sarvica  radar  snappad  this  vlaw  of 
Hurricana  Andraw.  Tha  alrongaet  wMa 
apun  around  lha  atorm’s  calmar  aye, 
cutting  acrosa  touttiam  Dade  Ilka  a 
buzzaaw  blada.  In  thia  anapahot, 
Homealaad  Air  Force  Baaa  had  already 
been  avaapt  by  lha  atorm'a  moat  Inlanaa 
wlnda.  In  rad.  Other  high  apaad  winda 
ware  bearing  down  on  Tamlaml  Airport. 

Waathar  aarvica  ofltdala  cani  aay  juat 
how  taat  wlnda  ware  blowing  baaed  on 
radar,  which  maaauraa  Intanalty  In 
"dadbala.''  But  they  aatlmata  that  areaa  In 
rad  ware  axparlancing  wind  guata  ot  more 
than  160  mph,  with  orange  areaa 
receiving  aomawhal  laaa  mtanaa  wlnda 
Yellow  areaa  were  probably  aaparlancing 
140  mph  wlnda,  while  araas  In  green  ware 
being  raked  by  aomawhat  laaaTntanaa 
wlnco. 

Wind  apaada  varied  throughout  Oada 
and  Broward  aa  tha  atorm  movad 
waatward  at  16  mllaa  an  hour,  advancing 
a  quartar-mila  with  avary  minuta.  Soma 
areaa  may  have  exparlanead  higher  wind 
apaada  at  other  tmaa. 

LEGEND 

Decibel*  mMtura  ttorm  —  a  oonv 
binaUon  of  wind  apaad  and  rain.  Ian  daofcato 
It  ■  iatt  rrtanta  tlorm,  45  it  tha  graataat 

1  [lO<Worlaaa  ["“1 25  dB  or  mofa 

□  lOdBormofe  QMdBormofa 

^18(0ormora  Q40dBormora 

I  |20d8ortnofa  |45dBermora 
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(Calif.)  Mercury  News  reporter,  projected 
potential  mudslide  problems  in  the  Santa 
Cruz  Mountains.  LaFleur  led  a  project 
that  overlaid  permit  data  and  geological 
data  onto  one  map  to  extrapolate  which 
areas  would  be  susceptible  to  landslides. 

•  The  Charlotte  Observer’s  Mellnik  last 
year  contributed  to  a  five-part  series  called 
“Deciding  Desegregation.”  The  series  ex¬ 
plored  a  scenario  in  which  kids  would  go 
to  the  school  in  their  neighborhood,  not 
one  requiring  them  to  be  bused  across 
town  according  to  Charlotte’s  desegrega¬ 
tion  plan.  In  the  award-winning  package, 
the  school  district’s  90,000  students  and 
dozens  of  schools  were  mapped,  and  pro¬ 
posed  school  boundaries  were  made. 
Months  later,  a  federal  judge  ordered  the 
school  district  to  abandon  busing. 

“We  were  in  a  position  of  being  able  to 
give  a  thoughtful  look  at  a  scenario  right 
on  the  eve  of  it  really  happening,”  Mellnik 
says.  “We  got  a  lot  of  good  feedback  from 
readers,  who  were  glad  we  explored  these 
implications.” 

•  Every  week,  the  Evansville  (Ind.) 
Courier  ^  Press  publishes  crime  maps  on 
its  Web  site. 

“[GIS]  is  definitely  part  of  the  future  of 
journalism,”  says  Brant  Houston,  execu¬ 
tive  director  of  Investigative  Reporters 
and  Editors  Inc.  (IRE)  in  Columbia,  Mo. 
“It’s  much  easier  to  convey  a  message 
from  visualizations.  In  the  future,  jour¬ 
nalists  will  be  working  more  with  data¬ 
bases,  and  the  more  they  can  visualize 
them,  the  better.” 
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The  possibilities  for  the  use  of  the  geo¬ 
mapping  technology  are  only  limited  by 
whether  a  database  exists  with  the  infor¬ 
mation,  and  the  imagination.  Crime 
statistics,  disaster  damage,  cancer  inci¬ 
dences,  demographic  concentrations,  vot¬ 
ing  habits,  religious  affiliations,  and 
population  shifts  are  just  some  of  the  areas 
of  news  to  be  explored. 

In  all,  says  Jack  Dangermond,  CEO  of 
ESRI  in  Redmonds,  Calif.,  “$5  billion  to 
$7  billion  in  the  private  sector  is  being 
spent  on  mapping  layers  of  information 
used  for  city  and  state  fimctions.  Most  of  it 
hasn’t  been  used  for  public  access.  How 
about  the  other  billions  of  these  dollars 
laying  there  unleveraged?  When  newspa- 
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Stephen  Doig,  then  an  investigative 
reporter  for  The  Miami  Herald,  shared  a 
Pulitzer  Prize  for  public  service  in  1993 
after  using  GIS  for  his  work  on  building 
permit  fraud  in  the  wake  of  Hurricane 
Andrew  the  preceding  year. 


North  KeytJigo 


John  Pennekamp  Corat 
Beef  SMe 


www.editorandpublisher.com 


8o.a°w 


V 


together.  Also,  if  database 
information  is  segmented 
by  ZIP  codes  for  one  map 
and  police  precincts  for  an¬ 
other,  the  results  will  be 
mismatched. 

Another  serious  danger  is 
overlaying  maps  that  have 
little  or  no  relationship  to 
one  another.  For  example, 
overlaying  a  map  of  cancer 
incidences  with  diet  soda 
drinkers  to  create  a  cause- 
and-efifect  analysis  would 
be  an  irresponsible  basis  for 
a  story  without  corroborat¬ 
ing  scientific  data  to  back 
up  the  hypothesis. 

Houston  warns  that  the 
rules  of  journalism  still  apply:  “Verify,  ver¬ 
ify,  verify.  With  some  of  these  tools,  you 
can  really  screw  up  big.  You  don’t  operate 
in  a  vacuum.  It’s  like  reading  a  box  of  doc¬ 
uments  —  so  talk  to  people,  and  if  you  fol¬ 
low  these  rules,  you’ll  be  in  safe  hands.”  11 


pers  go  into  these  agen¬ 
cies  and  put  more  eyeballs 
on  these  data,  they  are 
thrilled.” 

All  of  the  efficiencies 
have  meant  one  powerful 
bottom  line:  the  price  of 
the  software  has  dropped 
precipitously  in  the  past 
few  years,  making  it  ap¬ 
pealing  to  media  compa¬ 
nies,  big  and  small.  Prices 
range  from  $1,000  per 
seat  for  installation,  but 
some  mapping  software 
tied  with  analysis  tools 
can  cost  up  to  $12,000. 

Despite  the  powerful 
potential  of  GIS  for  the 
media,  the  software  presents  potential 
problems,  users  say. 

First,  the  learning  curve  is  steep,  some¬ 
what  akin  to  the  time  needed  to  figure  out 
how  to  use  spreadsheets,  some  say.  The 
software  requires  training,  and  requires 
the  user  to  have  some  background  in  data 
analysis. 

IRE,  JAGIS,  and  some  journalism 
schools  are  starting  to  offer  classes  on  us- 


The  Charlotte  Observer's  five-part  series,  “Deciding  Desegregation,”  was  an  award 
winner,  but  the  paper’s  work  may  have  won  a  bigger  victory  in  federal  court. 


ing  the  software.  Without  the  training, 
there’s  more  room  for  errors.  “If  you  have 
one  flaw  in  a  formula,  that  error  can  ripple 
through  a  lot  of  areas,”  warns  Johnson. 
“It’s  very  complex  methodology.  GIS  has 
the  power  and  can  do  great  things,  but  you 
have  to  be  careful.” 

Some  of  the  dangers  include  using  maps 
with  different  scales,  and  attempting  to 
overlay  information  on  maps  that  don’t  fit 


Stone  is  a  new-media  consultant,  writer, 
and  professor  who  writes frequently for 
Editor  and  Publisher  Online. 


The  ANNUAL  CONVENTION  (this  year  in  conjunction 
with  the  WOMEN  IN  PHOTOJOURNALISM  conference) 
features  sessions  on  everything  from  moving  into 
management  to  contract  negotiation.  Learn  from 
people  like  Kathleen  Hennessy,  Rob  Macey,  Brett 
Akagi,  Scott  Livingston, 

Les  Rose  and  Steve  Hartman.  The  best. 


am  the 

CITY 


San  Francisco  2000 


Annual  Convention 

with  the 

Women  in 
Pliotoiournaiism 
Conference 

June  30  -  July  1 
Grand  Hyatt 
San  Francisco 
vvww.nppa.org 


Visual  Edge 

July  23-28 
St.  Petersburg,  Fla. 
www.visualedge.org 

In  cooperation  with 
The  Poynter  Institute  and 
The  University  of  South  Florida 


VISUAL  EUGE.  the  leading  workshop  on  digital 
photography,  features  sessions  on  everything  from 
archiving  to  color  correction.  Learn  from  people 
like  Brian  Storm,  Reed  Hoffmann,  David  Frank, 
Joe  Elbert  and  Robert  Hanashiro.  The  best. 
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Classified  information 


Los  Angeles  and  Seattle  papers  play  matchmakers  no  more 


BY  RANDY  DOTINGA 


HEN  34-year-old  Lisa  M.  was  in  the  mood 


m  M  used  to  pick  up  The  Buffalo 

M  and  peruse  the  voice-mail  per- 

sonal  ads.  If  she  liked  one,  she’d  call  a  900- 
W  W  number  and  pay  for  the  privilege  of  hearing  a 
message  from  a  would-be  Romeo. 

But  now  Lisa  has  placed  an  ad  of  her  own  —  “Cute  Redhead  ISO 
Real  Man”  —  on  America  Online’s  sprawling  personal-ad  Web 

site.  On  the  Internet,  Lisa  can  show  [□ 

her  picture  to  potential  dates  and  look  AAOL.COM 


her  picture  to  potential  dates  and  look 
at  theirs.  She  can  chat  with  men  on-  ( 
line  and  read  their  own  detailed  de¬ 
scriptions  of  themselves.  And  it’s  all 
free.  “I  don’t  even  look  at  the  ads  in  ; 
the  paper  anymore,”  she  said. 

Love  seekers  such  as  Lisa  are  giving 
nightmares  to  newspaper  classified 
managers.  She  and  thousands  of  other 
romantically  inclined  Americans  are 
flocking  to  the  Net  and  leaving  behind 
voice-mail  personal  ads,  once  a  sure 
source  of  easy  revenue  at  alternative 
and  mainstream  papers.  Dozens  of 
them  are  scrambling  to  stop  the 
bleeding,  while  some  have  abandoned 
their  personal  sections  entirely. 

Voice-mail  personals  typically 
work  like  this:  Newspaper  readers 
place  ads  and  outgoing  voice-mail 
messages  for  free.  Those  who  respond 
must  pay  a  fee,  usually  $2  a  minute, 
to  listen  to  the  outgoing  messages  and 
leave  responses  of  their  own  with  their 
home  phone  numbers.  By  the  mid-1990s, 
many  large  dailies  devoted  considerable 
space  to  voice-mail  personals.  The  sec¬ 
tions  had  names  such  as  “Dateline,”  “Pos¬ 
sibilities,”  and  “Getting  Together.” 
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smut?  Rt  aaty  to  add  a  photo  to  your  Parsonal. 
Your  biography  wouM  ba  hurtorads  of  pagat;  M 
wurpickaa  tar  1  OOP  mora  words.  Chekhargto 


The  Art  of  Romarca 
6a  craaBrawVivour 
PeraoryaLOtatowbot 


did  you  know? _ 

You  can  find  aoneena  who  tham  yow  pettiM  to  n 

OoyoulorafTHfttot,  muMC.  or  ttaytng  Ito? 


Looking  for  love  in  all  the  wrong  places  ... 


ington  Post  and  The  Boston  Globe,  even 
tried  to  capitalize  on  the  changing  times 
by  including  special  sections  for  seniors 
and  gays  and  lesbians. 

Personal-ad  income  at  newspapers  grew 
about  15%  a  year  in  the  mid-1990s,  said 
David  Dinnage,  president  of  Boston-based 


vides  personal-ad  services  to  250  U.S. 
dailies  and  weeklies.  But  the  growth  came 
to  a  swift  halt  a  few  years  ago. 

Since  then,  the  online  personal-ad  busi¬ 
ness  has  exploded,  with  AOL,  Excite,  and 
Yahoo!  leading  the  way.  Figures  for  AOL’s 
service  are  not  available,  but  Excite  has 
230,000  ads  on  its  free  service.  A  recent 
check  of  AOL’s  service  (http://www.love 
.com)  found  2,506  men  seeking  women  in 
St.  Louis  alone.  Planetout.com,  mean¬ 
while,  has  cornered  a  chunk  of  the  gay 
personal-ad  market. 

Faced  with  a  decrease  in  revenue,  the 
Los  Angeles  Times  as  well  as  the  jointly  op¬ 
erated  Seattle  Times  and  Seattle  Post-Intel¬ 
ligencer  recently  dropped  their  voice-mail 
personal-ad  sections.  “We  had  people  call¬ 
ing  up  concerned  [when  the  section  disap¬ 
peared],  but  we  weren’t  deluged,”  said 
Nancy  Wyen,  classified  call-center  manag¬ 
er  with  the  Seattle  papers. 

Among  other  actions  taken  to  breathe 
new  life  into  their  personal  ad  sections, 
the  jointly  operated  San  Francisco  Chroni¬ 
cle  and  San  Francisco  Examiner  have 
been  promoting  a  tie-in  with  a  Web  site, 
people2people.com,  run  by  Tele-Publish¬ 
ing  International. 

“]  Partnerships  with  sites  such  as  peo- 
1  ple2people.com  may  be  the  key  to  sur¬ 
vival  for  newspaper  personal-ad 
sections,  Tele-Publishing’s  Dinnage 
said.  His  company’s  clients  include 
I  JVerosrfa^ofLonglsland,  N.Y.,  the 
I  I  New  York  Daily  News,  and  The 

Tampa  (Fla.)  Tribune.  People2people- 
.com  claims  to  have  more  than  1  mil¬ 
lion  members.  It  is  free  to  join,  but 
users  must  pay  about  $1.30  each 
time  they  respond  to  an  ad.  Dinnage’s 
company  hopes  that  newspapers  will 
;  reap  benefits  by  automatically  reprint- 
I  ing  people2people.com’s  ads  in  their 
j  print  personals  sections.  A  newspaper 
1  could  choose  to  reprint  all  ads  or  just 
I  one  category. 

[  Tele-Publishing  is  also  rolling  out  a 
i  system  that  will  allow  Net  users  to  hear 
_  audio  files  of  the  people  who  respond 
— ^  by  telephone  to  their  ads  in  the  news¬ 
paper.  “That’s  the  first  step  toward  inte¬ 
gration  of  online  and  print,”  Dinnage  said. 
“Being  able  to  hear  somebody  speak  is  a 
very  valuable  thing.” 

Only  time  will  tell  if  the  Lisa  M.s  of  the 
world  will  agree.  11 


Major  newspapers,  including  The  Wash-  I  Tele-Publishing  International,  which  pro- 


Dotinga  (rdotinga@aol.com)  is  a  free¬ 
lance  writer  based  in  San  Diego. 
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Digital  How-To 


How  many  of  your  citizens  die  in  resi¬ 
dential  fires  each  year?  Or  drown?  Or  suc¬ 
cumb  to  adverse  reactions  to  medicines? 

Or  die  in  motorcj'cle  accidents? 

It  used  to  be  that  to  get  stories  like  these 
in  your  news  columns,  you  pretty  much 
had  to  wait  until  they  were  delivered  to  you 
via  press  releases  from  some  state  govern¬ 
ment  bean  counters  who  had  been  crunch¬ 
ing  numbers  delivered  to  them  by  federal 
statisticians. 

But,  as  usual,  the  Web  has  not  only 
put  the  raw  data  into  your  hands  but 
also  given  you  some  powerful  tools  to 
slice  and  dice  it. 

A  new  site  from  the  Centers  for  Disease 
Control  and  Prevention  (CDC)  enables  you 
to  search  for  customized  injury-related 
mortality  data.  To  use  the  resource,  visit 
the  site  at  http://www.cdc.gov/ncipc/ 
wisqars  and  click  a  link  to  one  of  two 
main  pages: 

•  The  “Mortality  Tables”  interface, 
where  you  can  select  among  several  op¬ 
tions  to  view  injury  deaths  and  death  rates 
for  specific  injuries.  It  provides  tabulations 
of  the  total  numbers  of  injury-related 
deaths  and  the  death  rates  per  100,000 


Killer  site  slices  and  dices  figures  about  ‘The  Final  Frontier 


BY  CHARLES  BOWEN 


WHAT’S  THE  LEADING  CAUSE  OF  DEATH  IN  YOUR 

State?  How  does  it  compare  to  neighboring 
states,  the  region,  and  the  nation  as  a  whole? 

Is  the  rate  of  suicide  among  your  teen-agers 
rising  or  declining?  How  about  the  total  num¬ 
ber  of  firearm-related  deaths  or  number  of  senior  citizens  who  are 
killed  in  traffic  accidents  each  year  on  the  streets  and  roads  of  your 

state?  Have  you  heard  that  the  rate  of  j  they  are  for  women?  For  African  Ameri- 
death  by  heart  disease  or  cancer  might  be  cans?  For  Hispanics?  For  what  age  groups 
higher  in  your  part  of  the  country  than  does  homicide  appear  to  be  an  inordinate- 

elsewhere?  Where  can  you  research  .some-  ly  high  death  factor?  And  has  that  rate 

thing  like  that?  Are  the  leading  causes  of  changed  significantlj  over  the  past  decade 

death  in  your  region  different  for  men  than  I  and  a  half? 


The 

NATIONAL  BUSINESS  AVIAHON  ASSOCMON 

announces  the  2000 


Award  Categories: 

•  Aviation  Trade  Press 

•  Non-Trade  Press 


Eligibility: 

•  Single  articles 

•  Features 

•  Series 

•  Broadcast 


Deadline: 

Submissions  must 
be  postmarked  by 
July  15,  2000, 
to  be  eligible 


Entries  must  have 
appeared  between 
June  30, 1999,  and 
June  30,  2000. 

Judging: 

Award  selection  will  be 
made  by  a  panel  of 
experts. 


Prizes: 

$1,000  per  category 


Write  or  Call: 

For  more  information  or 
an  application  form: 
NBAA  Gold  Wing  Award 
1200  Eighteenth  St.,  NW 
Suite  400 

Washington,  DC  20036 
Tel:  (202)  783-9.362 
Fax:  (202)  833-9668 
Online:  www.nbaa.org 


Presented  annually  for  excellent,  accurate  and  insightful 
reporting  on  issues  related  to  business  aviation,  by  trade 
or  non-trade  media,  in  either  print  or  broadcast  formats. 

The  NBAA  Gold  Wing  Award  recognizes  journalism's 
important  role  in  reporting  the  significant  contributions 
of  business  aviation  to  the  national  economy. 


About  NBAA: 

NBAA  represents  the 
interests  of  nearly  6,100 
companies  which  own  and 
operate  general  aviation 
-aircraft  as  an  aid  to  the 
conduct  of  their  business 
or  -are  involved  with 
business  aviation. 
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population.  The  reports  list  deaths  accord¬ 
ing  to  mechanism/cause  and  manner/ 
intent  of  injury,  and  you  can  sort  the  data 
by  state,  race,  sex,  and/or  age  group. 

•  The  “Leading  Causes  of  ^ - 

interface,  where  you  can  select  mjS 
among  a  number  of  modifiers 
to  produce  lists  of  injury-  wmqam 

related  deaths  relative  to  the  ,  a«i« 

number  of  other  leading  causes  ‘ 
of  death  in  the  United  States 
or  in  individual  states. 

Both  reports  also  allow  you  to 
sort  the  statistics  by  U.S.  Census 
region,  including  the  Northeast,  P 

South,  Midwest,  and  West.  Data  d 

currently  on-line  date  from  1981 
to  1997-  The  information  is  up- 
dated  annually  by  the  National  2!!:^ 

Cen-ter  for  Health  Statistics,  |  ’Sr™ 
which  produces  mortality  data  |L 
for  a  given  year  about  18 
months  after  the  year  ends.  That  means 
that  the  1998  stats  should  be  online  by 
this  summer. 

Other  considerations  in  using  the 
CDC’s  WISQARS  (Web-based  Injury 


site  for  your  reporting  and  editing: 

1  Besides  customizing  data  ftom  the 
two  CDC  reports,  you  also  can  examine 
pre-existing  “Fact  Sheets”  on  various  top- 


United  States,”  and  “Youth  Violence  in  the 
United  States.”  The  resulting  reports 
provide  the  latest  national  statistics,  risk 
factors,  and  answers  to  frequently  asked 

- -  questions. 

O  You  also  can  search  several 
^  different  health  statistics  re¬ 
sources  from  the  site’s  introductory 
j  page.  Click  the  “Search”  icon  at  the 
top  of  the  screen  to  reach  a  form  to 
search  material  from  the  CDC  by 
word  or  phrase.  You  can  use  AND, 
OR,  or  NOT  as  logical  connectors 
;  and  examples  of  queries  are  listed 
at  the  bottom  of  the  page.  Also  on 
that  page  is  a  link  to  search  records 
from  state  agencies  throughout  the 
i  nation.  And  on  the  introductory 
!  page  is  a  query'  box  for  searching 
I  the  National  Center  for  Injury  Pre- 
I  vention  and  Control. 

3  For  additional  information 
about  the  reports  and  how  to 
use  them,  click  the  “Help”  link  on  the  up¬ 
per  left  side  of  the  site’s  introductory  dis¬ 
play.  You  will  be  taken  to  a  screen  of 
definitions  and  elaborations,  as  well  as  a 
link  to  the  site’s  FAQ  (frequently  asked 
questions)  page.  11 


www.cdc.|Ov/nci|>c/wis4«r& 


Welcome  to  WISQARS™ 


WISQARS 


ics.  Click  the  “Facts”  link  at  the  bottom  of 
the  introductory  page,  then  select  from  the 
resulting  screen  a  topic  of  interest,  ranging 
from  subjects  such  as  “Adolescent  Injury,” 
“Bicycle-Related  Injury,”  and  “Child  Pas¬ 
senger  Safety”  to  “Rape,”  “Suicide  in  the 


Statistics  Query  and  Reporting  System) 


Developed  for  newspaper/^®  a  newspaper 

company  keeping  in  mind  me  needs  of  your 

clients,  the  jobseekers  aWfyou 

Scalable  for  all  market  sizes 

Flexible  business  models  include  the  power  of 

both  media:  online  &  print 

Quick  revenue  gain 

Expert  training  for  implementation  &  roll-out 
24/7  customer  service 


employment 

iwizard.com 


NO  TRICKS.  JUST  A  GREAT 
ONLINE  RECRUITMENT  SOLUTION. 

PLEASE  VISIT  US  AT  CONNECTIONS  BOOTH  #X143 
For  .more  information  call  1 .877.427.5755. 
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MARKETING  &  SALES 


That  old  school  spirit  marketing  for  Marketplace  Media,  an  ad- 

_  _  _  placement  firm  in  Santa  Barbara,  Calif., 

that  works  for  both  companies. 

College  papers,  read  by  11.5  million  U.S. 
students,  “are  a  great  tool  to  reach  the  ma¬ 
jority  of  students,”  said  Valerie  Valente,  vice 
president  of  marketing  at  Textbooks.com, 

Z  _  ~  ~ _  I  which  is  affiliated  with  Barnes  &  Noble. 

i  The  online  textbook  companies  use 
I  ■  newspapers  as  part  of  a  two-tier  approach 

■  V  that  includes  a  network  of  student  repre- 

I  ■  sentatives  who  hand  out  fliers,  posters,  and 

gifts  on  campus. 

_  _  Most  of  the  companies  go  the  multime- 

They  score  with  ads  for  online  textbook  sellers  and  buyers  j 

best  medium.  “We  don’t  do  any  other  kind,” 

BY  KEN  LIEBESKIND  said  Jeffrey  KupeiTnan,  president  of 

AS  COLLEGE  NEWSPAPERS  LOOK  BACK  ON  THE  PAST  j  TheUZone,  a  Web  portal  that  targets  the 

school  year,  one  of  the  highlights  is  certainly  the  ad  | 

revenue  generated  from  a  brand-new  category:  on-  j  on  other  advertising.  Unlike  other  audi- 

line  textbook  companies.  students  are  focused  on  only 

1JU4.1J  t  one  area,  the  college  paper.” 

I  The  industry  just  a  year  old,  but  already  OCCU-  while  most  of  the  advertising  runs  at  the 

pied  by  a  group  of  major  players  —  spent  several  million  dollars  i  beginning  ofsemesters,  some  now  runs  at 
1  .  J  .  1  n  t  theend,w'henthecompaniesoffertobuy 

last  year  on  ads  m  nearly  every  college  paper.  _  _  used  textbooks 


tOMIK6IIMD6i 

They  score  with  ads  for  online  textbook  sellers  and  buyers 


BY  KEN  LIEBESKIND 


A 


S  COLLEGE  NEWSPAPERS  LOOK  BACK  ON  THE  PAST 


“We’ve  seen  them  all,”  said  Andrew  Can¬ 
tor,  publisher  of  the  Yak  Daily  News.  “They 
are  the  strongest  campus  marketers.” 

The  companies  buy  a  series  of  foil-page 
ads  at  the  beginning  of  each  semester  when 
students  buy  books.  “They  advertise  big  for 
a  couple  of  days,  and  then  it  peters  out,” 


THE  JONES  BOYS 

Serving  the  Newspaper  Industry  since  Ultti 
Outbound  Calling 
New  Customer  Sales 
Kditor  Study 

L'|igrades/Conversions/Stop-Sa\'ers 
Inbound  Calling 
Customer  Service 
Online  Verification 
Serv  ice  Cliecks/  DataBase  Mgmt. 

NIE 

Dish  Network 

High-Speed  Communications 
Buyers  .Advantage/ Free  Cellular  Phones 
Website 

Develpoment,  Hosting,  Marketing 

Mieiksj 

or  visit  us@  www.jones-boys.com 


said  Ericka  Myers,  a  I  fV  Varsity  Books  com _ 

senior  account  exec-  saveupix,4o%~  ^TZ»>nm 

UtlVe  at  !/  'he  Daxly  of  ~iMm  — — Annouacin,  ov.f  I  'iCt 

the  University  of  . 

W’^ ashington.  salect  your  school  search  for  books 

“We  use  all  kinds  | 
of  ads ...  foil  pages 
and  spreads”  as  well  I 
as  foil-color  inserts  ^  ^ 

VtitiamyiatCMUl  J 

and  brochures,  said  j  I 

Kate  Hauk,  senior 
vice  president  for 
e-commerce  at  the 

compdftt  our  prices 

company  that  runs  -  gi.’SSi'a?"  H 

efollett.com,  a  text-  ®  ^ 

book  site.  — 

“We  run  quarter- 
to  half-page  ads  for  j 
the  first  two  weeks 

of  each  semester,  and  use  color  in  all  our 
ads,”  said  Dick  Hackenberg,  vice  president 
of  consumer  marketing  for  BigWords.com, 
a  San  Francisco-based  site. 

Color  is  used  infi'equently  in  college  pa¬ 
pers,  but  online  textbook  firms  are  using  it 
in  college  papers  that  have  color  capability. 

The  ads  appear  in  papers  at  schools  rang 
ing  from  large  state  universities  to  small 
private  colleges.  VarsityBooks.com,  one  of 
the  biggest  players,  uses  1,500  papers  and 
Bigwords.com  a  few  hundred,  said  Carol 
Watson,  senior  vice  president  of  sales  and 


on  other  advertising.  Unlike  other  audi¬ 
ences,  college  students  are  focused  on  only 
one  area,  the  college  paper.” 

While  most  of  the  advertising  runs  at  the 
beginning  of  semesters,  some  now  runs  at 
the  end,  when  the  companies  offer  to  buy 

-  1  '^sed  textbooks 

_ |0S¥tU^J  back  from  stu- 


I  save  on  books 


compare  our  prices 


browse  by  subject 


|0S¥tnill  ;  back  from  stu- 

dents.  The  C/C/A 
riMifTwrii  MMi  Daily  Bruin  has 
A  sold  buyback  ad- 

.yaar*"  j  ing  to  Business 

— Manager  Guy 

Levy.  Most  of  the 
companies  are 

-  trying  it,  although 

SSSSSW  it’s  still  in  the  ear- 
^  *y  sfogps. 

tunity  for  student 
8®  ;  papers  is  to  sell 

..  |  Web  site  advertis- 
SMHi  ing  to  the  online 
textbook  compa¬ 
nies.  Levy  said  all 
the  companies  requested  online  advertising 
placement  on  the  UCLA  Daily  Bruins  site, 
but  the  paper  was  unable  to  accommodate 
them  because  all  of  its  banner  positions 
were  sold.  But  Myers  at  the  University  of 
Washington  said  there  has  been  little  inter¬ 
est  in  his  paper’s  Web  site.  Watson  said  the 
reason  for  this  is  that  while  business  Web 
sites  are  measured  by  Media  Metrix,  college 
sites  are  not.  As  a  result,  she  pointed  out, 
they  “aren’t  measured  enough,  so  you  can’t 
gauge  the  impressions  and  hits  accurately 
enough  to  garner  an  ad  rate.”  11 
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NATIONAL  ROP  ADVERTISING  INDEX 


RETAIL  ROP  ADVERTISING  INDEX 


PRE  PRINTED  INSERT  ADVERTISING  INDEX 


DISPLAY  CLASSIEIED  ROP  ADVERTISING  INDEX 


Display  classified  ads  rose 
9%  in  March  newspaper 
linage,  compared  with  the 
same  period  a  year  earlier, 


according  to  exclusive  E&Pj  \  declined  4%,  retail  ads  de- 
Competitive  Media  Report-  !  dined  2%,  and  insert  ads 
ing  monthly  ad  indices.  By  !  were  unchanged.  Despite  In 
contrast,  national  ROP  ads  ternet  job  boards  seeking  to 


vnn  over  recruitment  ads,  the 
biggest  classified  jump  was 
in  the  recruitment  category, 
up  19  % .  —  Joe  Nicholson 


THE  MARCH  f£P/COMPETITIVE  MEDIA  REPORTING  NEWSPAPER  AD  INDICES 


I  JAN  FEB  MAR  APR  iMAY  JUN  JUI 

11999  lOO.CO  102.24  117.95  107.07  117.22  109.26  %.93 

■  2000  104.37  99.08  112.95 


AUG  SEP  OCT  NOV  DEC 

100.37  102.58  121.80  123.31  126.59 


I  JAN  FEB  MAR  APR  MAY_  JUN:  JUL  ;AUG  SEP  OCTiNOV  DEC 

11999  100.00  100.07  10714  105.13  121.38  '  105.18  101.83  107  18  114.48  125.95  '  142.45  179.32 
93  19  97  52  105.37 

RETAIL  CATEGORIES  fTD  MAR  RetaU  ROP  Index 

Apparel  &  Accessory  Stores  8%  -15%  YTD  -3%  MAR  -2% 

~  Aitif ‘^ipjirjihTirw  T-21%  '■’*'*  Computer  Stores  category 

Books  &  Stationery  Stores  -18%  -28%  -8- 1**  March  once  again  doubled 

Materials  ~  s<srT~T%r  in  ad  linage,  remaining  the  Only 

“cSiSiiSW  Etertirtcs - '"‘tex-  The  Office  Supply  Stores 

Department  Stores  -6%  -6%  category  sank  substantially  com- 

Ulscount  Stofw  pafgji  March  1999.  The  in- 

Drug  Stores  :  -13%  -31%  tlex  Continues  to  experience 

Food  9^  i  -18%  I  -20%  volume  losses  due  to  the  declines 

Furniture  Accessories  0%  •  -1%  Of  the  Consumer  Electronics,  De- 

Jewohy  Stores  '  10%  1  6%  partment  Stores,  and  Discount 

Offee  Suppiy  Stores  i  -52%  ^  5^9%  Stores  categories.  Overall,  Retail 

^)or^  Goods  Stores  j  - 10%  !  -8%  ROP  cat^jories  remain  soft. 


National  ROP  Index 
YTD  0%  MAR  -4% 

National  ROP  ad  linage  in  the 
Govemment/Political  and  In¬ 
vestments  categories  showed  strong 
volume  gains  in  March  compared  to 
the  same  month  last  year.  However, 
the  Airlines,  Auto  Dealer  Associa¬ 
tions,  and  Computers  &  Software 
categories  continued  to  slow  down 
significantly  and  volume  was  much 
lower  than  in  March  1999.  Overall, 
the  National  ROP  Index  declined 
considerably  in  March  compared 
with  the  same  month  last  year. 


Pre-printed  Insert  Index 
YTD  4%  MAR  0% 

Pre-Printed  Insert  advertising  volume  in 
Consumer  Electronics,  Discount 
Stores,  and  Food  Stores  for  March  showed 
a  slight  decrease  compared  to  the  same 
month  last  year.  All  other  Pre-Printed  In¬ 
sert  categories  remained  stable,  except  for 
the  Sporting  Goods  category,  which  de¬ 
clined  significantly  this  March.  Overall, 
Pre-Printed  Insert  advertising  volume  re¬ 
mains  flat  compared  to  March  1999. 


Building  Materials 


Consumer  Electronics 


Discount  Stores 


Food  t  Housetiold(CMO) 


Furniture  t  Accessories 


Other  Inserts 


VUG:  SEP  OCT  NOV  DEC 

139.63  '  121.51  140  04  171.79  161.74 


I  JAN  FEB  MAR:  APR  MAY:  JUN  JUI 

■  1999  100.00  97.42  119.73  101.17  14031  11161  81.55 

1  2000  105.92  10642  11838 


Display  Classified  ROP 
Index  YTD  8%  MAR  9% 

Real  Estate  ROP  ad  linage  came  back 
strongly  in  March  after  being  fiat  the 
first  part  of  the  year.  Recruitment  linage 
continues  to  increase  steadily,  month  to 
month,  while  Education  ad  linage  remains 
strong.  Overall,  the  Display  Classified  ROP 
Index  continues  to  advance  nicely. 


JAN  FEB  iMAR  APRiMAY  JUN  JULiAUGiSEP  OCT  NOViDEC 

100.00  89.95  95.31  93.75  10668  96.13  101.36  102.74  9801  11091  91.60  8061 

105.70  97.88  104.18 


CLASSiHED  CATEGORIES 

YTD 

JAN 

Automotive 

8% 

7% 

Education 

15% 

18% 

Other  Display  Classified 

-2% 

-2% 

Real  Estate 

2% 

6% 

Recruitment 

13% 

19% 

Apparel  &  Accessory  Stores 

-8% 

Aifto 

-18% 

Books  &  Stationery  Stores 

-18% 

BoHdng  Materials 

5% 

Computer  Stores 

112% 

Consumer  Beccrenics 

-9% 

Department  Stores 

-6% 

Discount  Stores 

-18% 

Drug  Stores 

-13% 

Food  Stores 

-18% 

Furniture  &  Accessories 

0% 

Jewelry  Stores 

10% 

Office  Supply  Stores 

-52% 

^lorttog  Goods  Stores 

-10% 

— 

NATIONAL  CATEGORIES 

YTD 

MAR 

Airlines 

-13% 

-28% 

Auto  Dealer  Associations 

-19% 

-27% 

Banks'Credit  Cards 

9% 

0% 

Computers  &  Software 

-32% 

-56% 

Corporate/Office/Other 

-10% 

8% 

Factory  Automotive 

-26% 

-22% 

Food  &  Household 

20% 

3% 

Govemment/Poirtical 

24% 

46% 

Hotels  &  Resorts 

2% 

-9% 

Insurance 

-9% 

-6% 

Investments 

38% 

29% 

Mail  Order 

2% 

-14% 

Motion  Pictures 

5% 

3% 

Travel  &  Tourism 

6% 

13% 

Utilities  &  Communications 

0% 

3% 
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SYNDICATES 


King  Features  president  talks  about  what  it’s  like  to  work  in 
syndication  after  a  career  in  magazines  and  on  the  Web 

BY  DAVE  ASTOR 

ONE  OF  THE  BIGGEST  ACCOMPLISHMENTS  IN  HOCKEY 
is  scoring  three  goals  in  a  single  game  —  the  elusive 
“hat  trick.” 

Former  hockey  player  T.R.  “Rock>”  Shepard  III  has 
now  accomplished  a  media  hat  trick.  Since  joining 
the  Hearst  Corp.  in  1978,  he  has  worked  in  the  worlds  of  magazines, 
the  Web,  and  newspapers. 

“For  me,  it’s  the  third  rung  in  getting  in-  Speaking  of  cjberspace,  King  also  plans 

volved  with  all  different  mediums  in  the  j  to  feature  some  of  its  characters  in  Web  an- 
marketplace,”  said  Shepard,  who  entered  imations  for  screen  savers,  promotions,  etc. 
the  new'spaper  realm  w  hen  he  was  named  King  has  lots  of  noncj  ber  activities  in  the 

president  of  the  Hearst-owned  King  Fea¬ 
tures  Syndicate  last  spring.  But  he’s  still  in¬ 
volved  with  more  than  one  medium. 

“The  definition  of  sjmdication  goes  be¬ 
yond  newspajjers,”  noted  Shepard  during  a 
recent  first-anniversarv’  interview  at  King’s 
New  York  headquarters.  ‘The  job  is  terrific 
because  there  are  so  many  opportunities.” 

He  said  that  as  crucial  as  newspapers  are 
to  the  1915-founded  King,  areas  such  as  the 
Web  and  licensing  are  important,  too. 

Shepard  said  he  worked  to  build  the  various 
segments  of  King’s  business  this  past  year 
and  will  continue  to  do  so  in  the  future. 

For  instance,  the  svTidicate  plans  to  un¬ 
veil  a  big  change  in  its  Web  site 
(http://www.kingfeatures.com)  this  July. 

“Even  though  we’ve  had  as  many  as  4 
million  consumers  a  month  visiting  the  site, 
our  mission  is  to  make  it  business-to-busi- 
ness,”  said  Shepard,  noting  that  the  site  will 
help  King  sell  and  promote  its  current  fea¬ 
tures,  get  submissions  for  new’  ones,  in¬ 
crease  licensing,  and  more.  He  added  that 
the  site  will  eventually  include  a  major  e- 
commerce  component,  too. 

And  he  said  separate  sites  w’ill  be  devel¬ 
oped  for  some  of  King’s  major  properties, 
including  Mort  Walker’s  “Beetle  Bailey.” 


man,  “Mutts”  by  Patrick  McDonnell,  and 
“Six  Chix”  by  a  rotating  group  of  women. 
The  last  was  launched  this  w’inter,  several 
months  after  Shepard  became  president. 

Shepard  said  highlights  of  his  first  year 
included  getting  to  know  King’s  staffers 
and  executives  (who  include  Editor  in  Chief 
Jay  Kennedy)  and  w’orking  to  improve  em¬ 
ployee  morale.  He  also  cited  the  signing  of 
Gazette  Communications  of  Cedar  Rapids, 
Iowa,  as  the  printer  for  King’s  Sunday  com¬ 
ic  sections;  and  working  with  Reed  Bren¬ 
nan  Media  Associates,  the  Hearst-owned, 
Orlando,  Fla.,  company  that  took  over  some 
of  King’s  functions  starting  in  late  1998. 

Shepard  noted  that  he  w  as  conscious  of 
not  making  changes  in  areas  King  is  strong 
in,  such  as  sales.  King’s  reps  average  about 
25  years  of  sjTidication  sales  experience. 

Shepard,  who  holds  a  bachelor’s  degree 
in  English  from  Amherst  College  in  Mas¬ 
sachusetts,  said  he  has  also  been  impressed 
with  many  of  the  newspaper  publishers  and 
editors  he  has  met.  The  King  president 
spends  almost  a  third  of  his  time  on  the 
road  visiting  papers,  attending  conventions, 
and  meeting  with  the  sv’ndicate’s  creators. 

There’s  actually  a  newspaper  element  in 
Shepard’s  history:  he’s  a  Cowles  family  de¬ 
scendant  on  his  mother’s  side.  His  father 
w’as  publisher  of  Look  magazine. 

Shepard,  49, 

The  definition  of  svTidication  worked  on  six 

Hearst  maga¬ 
zines,  including 
stints  as  ad  di¬ 
rector  of  Good 
Housekeeping, 
and  vice  presi¬ 
dent/publisher 
of  Country  Liv¬ 
ing  and  Redbook.  Prior  to  joining  King,  he 
was  senior  vice  president/advertising  sales 
for  Hearst’s  HomeArts  .com. 

The  husband  of  Pegg>'  and  father  of 
three  spends  much  of  his  spare  time  w  ork¬ 
ing  on  his  152-year-old  home  in  Rye,  N.Y. 
(w’here  dogs  Fred  and  Ethel  also  live).  And 
he  still  plays  some  hockey.  The  former  mi¬ 
nor-league  pro,  who  also  coached  youth 
hockey  and  soccer  for  18  years,  even  partici¬ 
pated  in  tw’o  of  Charles  Schulz’s  hockey 
tournaments  in  Santa  Rosa,  Calif  The  first 
was  before  Shepard  joined  King. 

Shepard  said  he’s  been  a  “Peanuts”  fan 
for  years,  so  it  was  a  thrill  to  know’  Schulz 
for  a  while  before  his  death  in  Februaiy. 

And  how’  did  Shepard  come  to  be  called 
“Rocky’?  No  mystery  here:  His  full  name  is 
Thomas  Rockwell  Shepard  III.  11 


goes  beyond  newspapers. 
The  job  is  terrific  because 
there  are  so  many 
opportunities.” 


—  T.R.  SHEPARD  III 

King  Features 


hopper,  too.  For  instance,  the  sj’ndicate 
w  ants  to  put  at  least  one  of  its  characters  on 
a  blimp.  It’s  also  handling  licensing  for  the 
“Cow’  Parade”  statues  that  originated  in 
Chicago  last  year  and  w’ill  come  to  New' 
York  in  June.  There  w’ill  be  figurines  and 
other  items  in  the  product  line,  w’hich  e.x- 
emplifies  how  King  licensing  goes  beyond 
the  features  it  sj-ndicates  to  newspapers. 

Among  the  150-plus  features  in  King’s 
huge  stable  are  longtime  comics  sucb  as 
“Beetle,”  which  turns  50  this  September. 
King,  the  National  Cartoonists  Society,  and 
others  have  been  marking  this  upcoming 
anniversary’  w'ith  various  events  and  honors 
since  last  year.  The  latest  w’as  an  aw’ard 
from  the  U.S.  Army  (see  “In  brief”  p.  35). 

King’s  most  popular  newer  comics  in¬ 
clude  “Zits”  by  Jerry’  Scott  and  Jim  Borg- 
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In  brief 

FeiflFer  focus 
no  longer  on 
syndication 

JULES  FeIFFER  will  END  SYNDICATION 

of  his  editorial  cartoons  June  18. 

The  Pulitzer  Prize  winner  has  de¬ 
cided  to  focus  on  teaching,  children’s 
books,  magazine  cartoons,  and 
playwriting,  according  to  Universal 
Press  Syndicate. 

Feiffer,  who  began  his  profes¬ 
sional  cartooning  career  in  1956 
and  joined  Universal  in  1981,  is  ^ 

now  published  in  just  under  50 
newspapers. 

Walker  receives  Army’s  ^ 

HIGHEST  CIVILIAN  AWARD 

The  U.S.  Army  presented  “Beetle  j 
Bailey”  creator  Mort  Walker  with  [ 

its  highest  civilian  award  in  a  May  i 

24  ceremony  at  the  Pentagon.  j 

Walker  received  the  Decoration  i  ' 

for  Distinguished  Civilian  Service  ! _ ' 

in  honor  ofhis  Army-themed  com-  Note\ 
ic’s  50th  anniversarj',  which  is  com¬ 
ing  this  Sept.  4. 

The  King  Features  Sjmdicate  cartoon¬ 
ist,  whose  strip  appears  in  more  than 
1,800  newspapers,  was  also  guest  of  hon¬ 
or  at  a  “Twilight  Tattoo”  parade  near  the 
White  House  that  included  the  3rd  U.S. 
Infantiy  and  U.S.  Army  Band. 

Dr.  Laura  retaining  most 

OF  HER  NEWSPAPER  CUENTS 
Radio  host  Dr.  Laura  Schlessinger  is  los¬ 
ing  some  advertising  due  to  her  anti-gay 
statements,  but  most  newspapers  seem  to 
be  sticking  with  her  column. 

Universal  Press  Syndicate  Director  of 
Communications  Kathie  Kerr  said  she 
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knows  of  only  two  papers  —  out 
of  about  120  “Dr.  Laura”  clients 
—  who  have  dropped  the  contro-  i 
versial  commentator  because  of 
her  opinions. 

One  canceling  client  was  The 
Orange  County  (Calif.)  Register, 
whose  ombudsman,  Dennis  Fo-  Stephen 
ley,  reported  that  the  paper  felt 
“Dr.  Laura’s  evolution  from  an  advice 
columnist  into  more  of  a  social  commen¬ 
tator  makes  her  unsuitable  for  the  Accent 


; _ BEETIE  aAlLEYCaOOO  ICn;  FMMrw  Syr^saa,  me.  WofM  rxenxd. 

Noteworthy  honor  for  the  creator  of  “Beetle  Bailey” 


Procter  &  Gamble  Co.  announced  this 
month  that  it  was  pulling  its  ads  from 
Schlessinger’s  widely  syndicated  radio 
show  and  her  upcoming  TV  show.  Also, 
United  Airlines  dropped  ads  for  her  radio 
show  from  its  in-flight  magazine. 

Schlessinger  has  said,  among  other 
things,  that  being  gay  is  “deviant”  and  a 
“biological  error.”  She  has  denied  being 
anti-gay,  saying  her  statements  were  used 
in  a  “clinical  context.” 

LATS  DECIDES  TO  DELIVER 
‘Digital  Duo’  tech  column 

A  technology  column  called  “Digital 
Duo”  is  being  offered  by  the  Los  Angeles 


Times  Syndicate. 

The  weekly  Q- 
and-A  feature, 
based  on  the  PBS 
television  show  of 
the  same  name,  is 
by  Susan  Gregory- 

Manes  Susan  Gregory  Thomas  and 

Thomas  Stephen  Manes. 

Thomas  is  sen¬ 
ior  editor  at  U.S.  News  World  Report,  a 
columnist  for  New  Woman,  and  a  contrib¬ 
utor  to  publications  such  as  The  Washing¬ 
ton  Post  and  The  Wall  Street  Journal. 

Manes  is  a  columnist  for  Forbes  and  PC 
World,  a  former  columnist  for  The  New 
York  Times,  and  co-author  of  a  biography 
of  Bill  Gates. 

New  syndicator  places 

RICH  MEDIA  IN  CONTEXT 

Context  Media  is  syndicating  rich  media 
(including  audio  and  video)  to  online 
newspapers  and  other  clients. 

The  new  company  (httpiZ/w-ww 
.conte.xtmedia.com)  launched  this  spring 
with  $11  million  in  venture  funding. 

Wire  service  offering 

WEALTH  OF  HEALTH  NEWS 
A  Web-based  wire  service  called 
Health24News.com  is  syndicating  daily- 
content. 

Included  are  breaking  stories;  informa¬ 
tion  on  mental  health,  sports  health,  and 
alternative  medicine;  photos  and  graph¬ 
ics;  and  more. 


Nearly  50  \tars 

AT  NEWS  SERVICE 
Copy  editor  Arceanious 
Felton  Jr.is  retiring  after 
more  than  48  years  at  the 
New  York  Times  News 
Service. 

Felton  joined  the  new  s 
service  as  a  17-year-old 
copy  clerk  in  1951. 


Arceanious 
Felton  Jr. 


et  cetera . . . 

Leonard  Mogel’s  “The  Newspa¬ 
per:  Everything  You  Need  to 
Know  to  Make  It  in  the  Newspa¬ 
per  Business”  is  out  from  GATF 
Press  (http://www.gatf.org).  The 
book  includes  a  section  on  syndi¬ 
cation.  ...  “Sylvia”  by  Nicole  Hol¬ 
lander  of  the  Los  Angeles  Times 


Syndic.vte  has  turned  20. ... 
WfatherData,  whose  clients  in¬ 
clude  newspapers,  has  received 
the  award  for  “Outstanding  Ser¬ 
vices  to  Meteorok^  by  a  Corpora¬ 
tion”  from  the  (^ncil  of  the 
American  Meteorological  Society. 
...  New- York  Times  Syndicate 
columnist  Dr.  T.  Berry  Brazelton 
stars  in  “Brazelton  on  Parenting,” 


a  26-part  Fox  Family  Channel  se¬ 
ries.  ...  Planet SvNDiCA-noN  is 
offering  a  story  about  the  revenge 
some  prominent  Cambodian 
women  have  taken  on  their  hus¬ 
bands’  young  lovers.  The  British 
company  (httpv/www.planetsyndi 
cation.com)  sells  content  to  more 
than  500  publications  worldwide. 
...  The  Ron  Patel  Scholarship 


Fund  has  been  formed  in  honor  of 
the  late  Sunday  editor  of  The 
Philadelphia  Inquirer  and  ex-presi¬ 
dent  of  the  Newspaper  Features 
Council  and  American  Association 
of  Sunday  and  Feature  Editors. 
Donations  go  to  the  Pen  &  Pencil 
Club  (which  is  sponsoring  the  fund 
with  the  Inquirer),  1522  Latimer 
St.,  Philadelphia,  PA  19102. 
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Editor  &  Publisher’s  new  c-lctter  is  designed  for  the 
online  news  industry’s  busiest  decision  makers. 

Every  Tuesday  morning,  we’ll  send  you  our  weekly 
overview  of  the  top  news  stories,  trends,  and  people 
from  the  online  news  world.  FREE.  Just  go  toj 
www.editorandpublisher.com  to  register.  / 
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-ANNOUNCEMENTS- 


-FEATURES  AVAILABLE- 


AUTOMOTIVE 


WE’LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad  sales 
with  articles  from  AUTOMOTIVE  NEWS 
and  AUTOWEEK,  the  leaders  in  weekly 
automotive  industry  reporting. 

Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (212)254-7646 


COLUMNS  AVAILABLE 


GRIMMLY  REFLECTING  free  sample  by 
E-mail  from  anne@willapabay.org  http:// 
www.willapabay.org/~anne 


ENTERTAINMENT 


Shoppers,  Free  Papers,  Mailers  -  Jazz  up 
your  publication  with  our  lively 
Hollywood  column.  Could  sell  ads! 
Fax  request  for  samples  847-446-4804 


ENVIRONMENT 


"ENVIRONMENTAL  TRENDS" 
Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 
Stuart  Lieberman  (609)  497-3930 


FEATURES  AVAILABLE 

DOWNLOAD  FREE  FEATURE  HOME 
ARTICLES  FROM  OUR  WEB  SITE. 
www.wdfarmerplans.com/featurehomes 

PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308  /  (909)  766-7617 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 


APPRAISALS  &  Formal  Business  Plans 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail:  kamenandco@aol.com 
Tampa,  FL  (727)  786-5930 
NY  (516)  379-2797 
Fax  (516)  379-3812 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

WHAT’S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It’s  Free! 
www.mediamergers.com 


NEWSPAPER  APPRAISERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


780  Sold -Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S. West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
13240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

RO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
5196  Benito  St,  #11,  Montclair,  CA  91763 
(909)  626-6440,  Fax  (909)  624-8852 
www.media-broker.com 


JMPC,  Est.  1983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  newspa¬ 
pers,  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  References 

(214)265-9300 

Rickenbacher  Media 

6731  Dc.sco  Dr.,  Dalla.s,  TX  75225 
WWW .  rickenbachermedia .  com 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  negotia¬ 
tions  for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Clearwater  Beach,  FL  34630 

No  obligation  of  course. 


PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


Thomas  C.  Bolitho 
BOLITHO  MEDIA  SERVICE 
Newspaper  Brokers 

“A  34-year  tradition  of  service  to 
community  newspapers” 
Scores  of  newspaper  sales  completed, 
from  $500,000  to  $50,000,000 
Quality  industry  references 
Call  or  E-mail  today  tor  a  no  charge, 
confidential  consultation 
(580)421-9600 
PO.  Box  1985,  Ada,  OK  74821 
bolitho@bolitho.com 
"Visit  our  website”  www.bolitho.com 


NEWSPAPERS  FOR  SALE 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To ... 
www.mediamergers.com 


NEW  ENGLAND  -  ME,  NH,  MA,  NY. 
Several  choice  properties. 

Larry  Grimes  (301)  253-5016 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 


-EQUIPMENTS  SUPPLIES- 


CAMERA  &  DARKROOM 


NO  NONSENSE  50”  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)372-0372 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


EXECUTIVE  SEARCH 

EXECUTIVE  SEARCH 

Executive  Search  Consultants 

“Our  Associates  are  former  newspaper  execs  with  over  70  years 
experience.  Call  me  for  a  confidential  discussion  of  your  needs.” 

Ron  Haas  &  Associates 

713-977-8955  Fax  71 3-977-9656 
e-mail:  rhaas@rhaas.com 

Ron  Hu, 

NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 


Bolitho-Cribb 
&  Associates 

PubNcation  Brokerage 
&  Appralaala 
ast1923 


We  have  sold 
thousands  of 
publishing  companies 
since  1923 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Cribb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozemarv  MT  59715 
jcrlbb@imt.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY,  828M 
|fhicks@trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  341(6 
tokis®  mindspring.com 


For  a  listing  otj^iiMications  for  sale,  go  to  www.cripb.com 


Ted  Rickenbacher 


www.editorandpublisher.com 


MAY  29,  2000  EDITOR  &  PUBLISHER  CLASSIFIEDS  Cl 


Phone:1-888-825-9149  -  CLAuulFIEI 

lAI 

IVERTISING  ~  Fax :  (212)  536-8800 

1515  Broadway,  New  York,  NY  10036  -  mappello@editorandpublisher.com  -  hpreuss@editorandpublisher.com 

-EQUIPMENT  &SUPPLIES~ 


-INDUSTRY  SERVICES- 


-HELP  WANTED- 


NEWSRACKS 


Coin  Operated,  Free  Distribution, 
Wire,  Plastic,  Wood,  Counter, 
Roor  &  Wall ...  We  Have  It  All! 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 

NATIONAL /V£WSI/£yVZ) 

7324  Greenbush  Ave.,  N.H.,  CA 91605 


(2)  GOSS  -  SSC  -  21  1/2”  -  4  Highs 
Folders  -  Splicers  -  Remote  Consoles 
Running  $600M  (631)  231-6060 


DON’T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

"Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
VISA  V15D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 

Tel:  (913)  648-2000 
Fax:  (913)648-7750 


FOR  SALE:  8/u  GOSS  COMMUNITY  SC 
2  folders,  upper  former,  forklift  and  roll 
clamp,  2  Count-O-Veyors,  all  new  rollers 
and  blankets,  complete  for  $175,000. 

Call  (913)  648-4195 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 
MOUNTAIN  STATES,  INC. 

(800)  257-3045 
www.msicylinders.com 


WANTED  TO  BUY 

GOSS -SSC -21  1/2" 

4  Highs  &  Folders  -  Must  be  Running 
(631)231-6060 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


■  -INDUSTRY  SERVICES-  | 


ADVERTISING  SERVICES 


Posi'-iT  tiote.  Advertising  by 

NoteAdsxom 

NoteAds.com.  inc.  is  your  source  for  U>e 
printing  arKi  placentent  of  Post-ir  Note  ads. 

•  Proven  to  enhance  readership  and  response 
of  your  print  media  advertising, 

•  Authonzed  distndutor  of  3M. 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


NEWS  KING  WEB  PRESS  FOR  SALE 
5  units,  with  stack  and  KJ6  folder. 
Good  condition.  Can  be  seen  running. 
Call  Rich  Piatt,  (603)  279-4516  (NH) 


PRESSES 

•  Goss  3:2  Folders  23  9/10",  22  3/4” 
22”,  21  1/2”,  21" 

•  New  or  Rebuild  Goss  R.T.P.  42”  4 
45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Harris  1650  folder  22  3/4” 

Northeast  Industries,  Inc. 

Tel:  (800)821-6257 
Fax:  (323)  256-7607 


CIRCULATION  CONSULTANTS 


Expand  your  Single  Copy,  Home  Delivery, 
T.M.S.,  N.I.E.  and  Subscription  Programs. 
KAMEN&  CO.  (516)  379-2797 


CIRCULATION  SERVICES 


38  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  New.s  Service,  Inc. 
Natii  >nwide  TEl.EMARKKTI  NG 
Horace  Southward 
(877)550-1515 
Eric  Southward 
WWW.  metro-news. com 


CIRCULATION  III  PROMOTIONS,  INC 
TELEMARKETING  NATIONWIDE 
SERVING  NEWSPAPERS  FOR  17  YEARS 
Call  Bob  Price  (800)  458-3305 


HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdlinel@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quaiity  plus  Quan¬ 
tity  sales!  Phone  (732)  738-5100,  Fax 
(732)738-5115 
E-mail  JanMont@Earthlink.com 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


TELEMARKETING  PROF.  INC. 

Paper  People  specializing  in  stop  savers,  con¬ 
versions,  new  hook-ups  &  cold  calling.  On 
the  spot  verification,  state-of-the-art  equip¬ 
ment  &  everything  done  under  one  roof. 

Contact:  Al  Schreibman:  (800)  830-3776 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 
(303)791-3301  www.fakebrains.com 


EMPLOYMENT  SERVICES 


www.NewspaperRecruiter.com 

Over  100  media  sales  &  sales  manage¬ 
ment  jobs  75  cities  nationwide  -  Let  us 
help  you  find  your  new  opportunity  free! 
www.newspaperrecruiter.com 
(303)  368-5900 
birschbach  recruitment  network 

PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  ladder- 
ways?  Dirty  air  handling  systems,  duct 
work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 10 


C2  EDITOR*:  PUBLISHER  CLASSIFIEDS  MAY  29,  2000 


ACADEMIC 


ASSISTANT  PROFESSOR/ 

PRINT  JOURNALISM 
COMMUNICATIONS/JOURNALISM 
DEPARTMENT 

St.  John  Fisher  College  in  Rochester, 
New  York,  invites  applications  and 
nominations  for  a  tenure  track  assistant 
professor  of  print  journalism  in  the  Com¬ 
munication  Journalism  Department,  to 
begin  no  later  than  September  1 , 2000. 
Fisher  is  an  independent  college  serving 
over  2,000  students  at  a  suburban 
campus.  The  College  offers  25  under¬ 
graduate  and  eight  graduate  programs. 
The  Communication/Journalism  Depart¬ 
ment  is  a  writing-based  program,  with 
150  full-time  student  pursuing  study  in 
advertising,  broadcasting,  print  journal¬ 
ism,  and  public  relations.  We  have  an 
extensive  internship  program  and  the 
active  participation  of  many  successful 
alumni  in  our  program.  The  position 
requires  teaching  a  variety  of  print  jour¬ 
nalism  courses  and  serving  as  advisor  to 
the  campus  newspaper. 

The  successful  candidate  will  have  a 
Ph.D.  (Master’s  degree  considered)  and 
at  least  three  years  experience  as  a 
reporter  and/or  editor  on  a  daily  newspa¬ 
per.  Teaching  experience  in  a  higher 
education  setting  is  strongly  preferred. 
Familiarity  with  web  content  delivery  is 
desirable.  Applicants  should  submit  a  let¬ 
ter  of  application,  a  curriculum  vita,  a 
description  of  past  teaching  experiences, 
and  a  list  of  references  to: 

Dr.  Lauren  Vicker,  Chair 
Communication/Journalism  Department 
St.  John  Fisher  College 
3690  East  Avenue 
Rochester,  NY  14618 
Applications  must  be  received  by  June 
15,  but  review  of  applications  will  begin 
immediately  and  continue  until  the  posi¬ 
tion  is  filled. 

St.  John  Fisher  College  is  an  Equal 
Opportunity/Affirmative  Action  institution 
and  is  committed  to  providing  equal 
opportunity  through  its  employment 
practices.  Women  and  minorities  are 
encouraged  to  apply. 


ACCOUNTING 


CHIEF  FINANCIAL  OFFICER 
Notable  newspaper  company  seeks  Chief 
Financial  Officer  to  preside  over  its 
accounting  operations  for  daily  and 
weekly  publications.  A  team  player  atti¬ 
tude  and  people  skills  are  absolute 
musts  to  round  out  financial  analysis 
and  precision.  Applicants  for  this  posi¬ 
tion  must  have  a  Bachelor’s  degree  in 
accounting;  minimum  5  to  7  years  expe¬ 
rience,  some  of  which  should  be  in  the 
newspaper  industry.  This  position  also 
requires  strong  supervisory  skills  and 
Intermediate  to  advanced  Excel  spreadsheet 
and  general  computer  skills.  CPA  certifi¬ 
cation  is  a  plus.  Competitive  salary  and 
attractive  benefits  package,  including 
401(k)  and  excellent  health/dental  insur¬ 
ance  plan.  Send  resume  and  salary 
expectations  in  strict  confidence  to: 

Box  01262,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 

I  ^aWS  makes  the  difference.  | 

www.editoranclpublisher.com 


Phone:  1-888-825-9149  ~  CLASSIFIED  ADVERTISING  ~  Fax :  (212)  536-8800 

1515  Broadway,  New  York,  NY  10036  -  mappello@editorandpublisher.com  -  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


ADMINISTRATIVE 


ADMINISTRATIVE  BILLING  MANAGER 
Southeast  Metro  has  an  opening  for  a 
full-time  Billing  Manager.  While  basic 
PC  literacy  and  a  minimum  of  five  (5) 
years  prior  supervisory  experience  are 
absolute  requirements,  the  ideal  candi¬ 
date  will  be  experienced  in  the  GEAC/ 
Collier-Jackson  Advertising  and  Circula¬ 
tion  Systems,  as  well  as  Crystal  Reports. 
The  right  candidate  will  be  able  to  work 
independently  under  broad  guidelines, 
and  will  not  be  afraid  to  roll  up  their  own 
shirtsleeves. 

This  career  opportunity  offers  a  com¬ 
petitive  salary  and  benefits  package  to 
go  along  with  our  mild  winters  and 
southern  hospitality.  Please  forward  your 
resume  and  salary  requirements  to: 

Box01253,  Editors  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


THE  EURASIA  FOUNDATION 
www.Eurasia.org  -  is  seeking  a  Co- 
Director  for  the  Media  Viability  Fund 
based  in  Moscow.  The  EF  Co-Director  is 
responsible  for  managing  the  day-to-day 
operations  of  the  Media  Viability  Fund, 
including  delivery  of  technical  assistance 
to  media  clients,  the  design  and  imple¬ 
mentation  of  media  training  seminars 
and  conferences,  and  supervision  of  a 
staff  of  5.  Qualifications:  Demonstrated 
direct  experience  in  newspaper  man¬ 
agement  (at  least  5  years);  In-depth 
knowledge  of  the  NIS  media  and  technical 
assistance  experience;  Demonstrated 
management  experience  (at  least  5 
years).  Knowledge  of  Russian,  fluency 
preferred.  To  Apply  contact: 

Jill  Solomon 

Global  Recruitment  Specialists 
Fax:  (973)379-7325 
Or  E-mail:  jillsolomo(Saol.com 


GENERAL  MANAGER 

Incredible  adventure  for  entrepreneurs  & 
Sales  Managers  looking  for  fantastic  career 
opportunity.  Bigfoot  Media,  publisher  of 
the  Berkeley  Daily  Planet,  is  looking  for 
additional  leaders  to  build  teams  at  small, 
start-up  California  daily  newspapers. 
Absolutely  must  love  sales  and  leadership! 
Competitive  compensation  plus  stock 
options  for  aggressive  leaders  (venture 
capital  backed).  Not  for  the  faint-hearted: 
strong,  entrepreneurial  work  ethic 
required!  E-mail  cover  letter,  resume, 
salary  requirements: 

hr@berkeleydailyplanet.com 
Or  fax  (510)  841-5695 


RESIDENT  ADVISOR 

The  International  Research  and  Exchanges 
Board’s  ProMedia  Program,  a  USAID- 
funded  project,  seeks  a  long  term  Resident 
Advisor  for  a  print  media  development 
program  in  the  Republic  of  Armenia.  Idea' 
candidates  are  experienced  professionals 
with  at  least  10  years  of  journalism  expe¬ 
rience  in  print  media  and/or  business 
management.  Previous  experience  in 
teaching  is  helpful;  regional  and/or  lan¬ 
guage  expertise  a  plus.  Send  resume  with 
cover  letter  to  IREX/ProMedia: 

Fax  (202)  628-8189 
Or  promedia@irex.org 

www.editorandpublisher.com 


ADMINISTRATIVE 


PUBLISHER:  needed  for  high  quality 
weekly  newspaper  in  Northeast  Col¬ 
orado.  Full  responsibility  for  P&L,  con¬ 
tent,  promotional  activity,  planing  and 
execution.  Great  small  town  offers  fine 
country  living.  Part  of  the  Denver  Post 
newspaper  group.  Accelerated  career 
opportunity  for  individual  with  ability 
and  ambition.  Excellent  compensation 
program  and  full  benefits  plus  the  pro¬ 
fessional  rewards  of  running  your  own 
newspaper  and  the  personal  satisfaction 
from  achieving  success.  Respond  to: 

David  McClain,  VP 
Fax:  970-522-2320 
Or  mcclains@ria.net 

PUBLISHER 

We  have  an  immediate  opening  for  a  Pub¬ 
lisher  at  the  Griffin  Daily  News,  a  seven 
day  daily  with  12,500  circulation  in  Grif¬ 
fin,  GA.  Griffin  offers  an  excellent  lifestyle 
with  a  reasonable  cost  of  living.  You  can 
enjoy  Atlanta,  which  is  40  minutes  away, 
without  being  abused  by  it.  We  are  looking 
for  an  experienced  publisher  who  has  a  pro¬ 
ven  track  record  in  driving  revenues, 
managing  people  and  heavy  community 
involvement.  We  are  part  of  the  Paxton 
Media  Group  of  25  newspapers  offering 
excellent  pay  and  benefits.  Send  resume 
and  salary  history  to: 

Tom  Overton,  publisher 
The  Times-Georgian 

901  Hays  Mill  Road,  Carrollton,  GA  30117 


GENERAL  MANAGER 
ECM  Publishers,  Inc.,  a  publisher  of 
weekly  newspapers  and  shoppers  in  the 
metropolitan  suburbs  and  east  central 
Minnesota,  has  an  opening  for  General 
Manager  at  our  Burnsville  location  which 
publishes  ThisWeek  Newspapers  in  the 
south  metro  area. 

This  individual  will  manage  the  staff  and 
resources  at  this  location,  working 
closely  with  ECM  associates  at  all  levels, 
as  well  as  customers  and  members  of 
the  south  metro  community. 

We  are  seeking  applicants  that  possess 
a  college  degree,  business  major  and 
have  at  least  5  years  experience.  3  years 
in  supervisory  management  experience  is 
preferred  with  a  knowledge  of  newspa¬ 
per  sales  and  publication. 

If  you  are  interested,  please  send  your 
resume  to: 

ECM  Publishers,  Inc. 

Director  of  Human  Resources 
4095  Coon  Rapids  Boulevard 
Minneapolis,  MN  55433 


MEDIA  BROKER  -  We’re  looking  for 
another  partner.  Should  be  a  "rain 
maker”  with  strong  sales  drive  -  know 
the  publishing  business  inside-out  -  and 
be  well  connected.  Contact: 

Larry  Grimes,  W.B.  Grimes  Co. 

Est.  1959  -  over  780  sold  - 
(301)  253-5016,  lgrimes299@aol.com 


ADVERTISING 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


ADVERTISING 


A  CHANCE  OF  A  LIFETIME 
You  can  be  the  first  sales  director  for 
Michigan’s  newest  daily  newspaper 
located  in  the  state’s  fastest  growing  and 
most  affluent  county.  Can  you  take  an 
already  highly  successful  operation  to 
even  greater  heights?  Are  you  a 
motivator?  Can  you  set  high  goals  and 
then  achieve  them.  If  so,  please  submit 
resume  with  salary  requirements  to: 

Box  01263,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY  NY  10036 

ADVERTISING  DIRECTOR 
Dynamic,  experienced  Advertising  Di¬ 
rector  wanted  for  daily  suburban  Phila¬ 
delphia  newspaper. 

If  you  are  a  candidate  that  can  work  in  a 
competitive  environment,  motivate  staff 
and  obtain  goals,  we  would  like  to  speak 
with  you. 

We  offer  you  an  excellent  salary  and 
benefits  package  including  401(k).  We 
also  offer  you  the  opportunity  to  advance 
with  a  growing  organization. 

If  you  have  the  desire  to  succeed  and  are 
looking  for  the  right  opportunity,  send 
resume  to: 

Box  01254,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 

ADVERTISING  DIRECTOR 
For  7  day  AM  newspaper.  Must  be 
customer  focused,  excellent  team  builder, 
possess  a  strong  desire  to  succeed  and 
advance.  Previous  newspaper  sales  man¬ 
agement  required.  Competitive  compensa¬ 
tion,  full  benefits  plus  401(k).  Send 
resume  and  cover  letter  by  June  12  to: 

Publisher,  The  Saratogian 
20  Lake  Avenue,  Saratoga,  NY  12866 
Fax:  (518)  584-2762 


ADVERTISING 


ADVERTISING  DIRECTOR 
Hawaii  Tribune-Herald 
Hilo,  Hawaii 

Applicants  for  this  excellent  career 
opportunity  should  have  a  proven  track 
record  of  successful  sales  and  promotions. 
Supervisory  experience  is  preferred.  Must 
be  familiar  with  classified,  retail,  and 
national  advertising.  Will  supervise  a  staff 
of  11  (classified  and  retail)  in  a  union 
environment. 

The  Tribune-Herald  has  a  circulation  of 
20,000  and  is  published  Sunday  through 
Friday  mornings.  No  phone  calls.  Send 
resume  to  Jim  Wilson  at: 

RO.  Box  767,  Hilo,  Hi  96721 
Or  E-mail  jwilson@interpac.net 

CLASSIFIED  ADVERTISING  MANAGER 
The  Times-News,  a  25,000  daily  paper 
in  south-central  Idaho  has  an  immediate 
opening  for  a  Classified  Advertising 
Manager.  Responsibilities  include  super¬ 
vising  and  developing  transient  classified 
sales  and  telemarketing  staffs  and  build¬ 
ing  revenue  in  those  areas.  Candidates 
must  be  great  communicators,  and  have 
strong  interpersonal  and  computer  skills 
plus  an  attention  to  detail.  Working 
knowledge  of  classified  advertising  and 
the  Internet  a  real  plus. 

We  offer  a  nationally  competitive  base 
salary  plus  commission  with  an  excellent 
benefits  package  including  vacation, 
health  care,  401(k)  and  more.  Please 
send  resume  and  salary  history  to: 

Human  Resources  Manager 
The  Times-News 
RO.  Box  548 

Twin  Falls,  ID  83303-0548 
Fax:  (208)  734-5538 
E-mail:  maryk@magicvalley.com 


ADVERTISING 


ADVERTISING 


ADVERTISING 

ASSISTANT  RETAIL  ADVERTISING  MANANGER 


The  Day,  1999  New  England  Newspaper  of  the  Year,  is  seeking  a  person  to  help  us 
achieve  a  greater  level  of  sales  excellence.  The  ideal  candidate  will  have  a  record  of 
superior  sales  achievement,  occompl'ished  presentation  and  negotiating  skills.  You  also 
need  to  be  an  open  minded  risk  taker,  tenacious,  and  a  team  player  who  knows  what  it 
takes  ta  win.  If  you  are  a  strategic  thinker  with  extraordinary  people  skills,  we  offer  and 
excellentcompensation  and  benefits  package. 

For  immediote  considerotion,  pleose  forward,  fox,  or  e-mail  your  resume  to: 

The  Day  Human  Resources  Department 

47  Eugene  O'Neill  Drive 
P.O.  Box  1231 
New  London,  C  06320 
Fox;  860.443.6322 
humonresources@theday.(om 

We  are  an  equal  apportunily  emplayer  cammitted  lo  diversity  In  the  work  ploce.  M.F.D.V. 
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ADVERTISING  DIRECTOR 
The  Faribault  Daily  News,  a  7,400 
circulation,  6-clay  daily  with  a  compa¬ 
nion  shopper  is  seeking  an  advertising 
director  to  oversee  all  advertising  sales 
functions,  including  outside  ROP  and  pre¬ 
print,  classified  liners  and  display  as 
well  as  Internet  sales.  This  position 
reports  directly  to  the  publisher.  The 
Daily  News  is  part  of  a  cluster  of  13 
paid  and  free  publications  serving  eight 
communities  located  in  the  dynamic  I- 
35  corridor  within  an  hour  south  of  Min¬ 
neapolis.  This  group  is  family  owned 
with  a  track  record  of  consistent,  sys¬ 
tematic  growth  through  expansion  and 
acquisition.  The  successful  candidate 
will  display  a  proven  ability  to  lead  sales 
people,  set  and  achieve  individual  and 
team  goals,  oversee  a  fully-digitized 
graphics  department,  be  active  in  the  com¬ 
munity  and  work  effectively  as  a 
member  of  the  management  team  with 
future  opportunities  for  personal  growth. 
The  Daily  News  offers  competitive  com¬ 
pensation  composed  of  wages  and 
bonuses.  Benefits  including  vacation, 
health  care  insurance,  dental  insurance, 
and  401(k).  Apply  tO: 

Dave  Balcom,  Publisher,  514  Central  Ave. 

RO.  Box  249.  Faribault,  MN  55021 
Or  via  E-mail  atdbalcom@faribault.com 


ADVERTISING  SALES 
MANAGER 
Delray  Beach,  Florida 
The  Sun-Sentinel,  a  division  of  Tribune 
Company,  is  seeking  an  experienced  Sales 
Manager  for  its  Delray  Beach,  Florida 
office. 

This  challenging  position  will  supervise 
and  coordinate  the  operating  activities  of 
assigned  Sun-Sentinel  territory  sales  rep¬ 
resentatives  and  sales  support  personnel. 
The  successful  candidate  will  have  an 
undergraduate  degree  in  Advertising  or 
Marketing  or  have  commensurate  experi¬ 
ence.  Should  possess  an  in-depth  knowl¬ 
edge  of  newspaper  advertising  sales,  ser¬ 
vice  and  management  including  market¬ 
ing  knowledge  and  skills  in  problem  solv¬ 
ing,  decision-making,  prioritizing,  data 
interpretation  and  evaluation.  Strong  ana¬ 
lytical,  communication,  organizational 
and  managerial  skills  are  required.  A 
broad-based  knowledge  of  newspaper  and 
media  publishing  and  exceptional  busi¬ 
ness  instincts  and  judgment  are  required. 
Excellent  technical  skills  including  Word 
Office  Suite  for  use  with  clients,  sub¬ 
ordinates  and  superiors  are  necessary. 

The  Sun-Sentinei  offers  a  comprehensive 
benefits  package  including  medical,  den¬ 
tal,  life,  disability,  ESOP,  401(kj,  and 
stock  purchase  programs. 

To  apply  please  send  resume  to: 

Sun-Sentinel 
Human  Resources 
333  SW  12th  Avenue 
Deerfield  Beach,  FL  33442 
Fax:  (954)425-1518 
E-mail:  mlorenzo@tribune.com 
The  Sun-Sentinel  values  diversity  and 
encourages  those  who  share  our  vision  to 
apply.  We  support  a  smoke-free,  drug-free 
work  environment. 

EOE 


ADVERTISING  SALES  MANAGER 
Start  Renting,  Inc.,  Wisconsin's  #1  pub¬ 
lisher  of  print  and  Internet  rental  guides 
seeks  an  individual  to  be  responsible  for 
leadership  and  effective  management  of 
our  ten  year  old  Greater  Milwaukee  edi¬ 
tion.  This  includes  growing  revenue  and 
market  share  while  meeting  customer 
marketing  needs.  The  successful  candi¬ 
date  will  train  and  develop  our  sales  staff 
to  take  advantage  of  market  opportunities 
in  order  to  increase  our  print  and  Internet 
advertising  volume  towards  our  full  market 
potential.  The  ability  to  understand  our 
market  and  to  develop  the  analytical  tools 
for  growing  the  business  is  critical  for  suc¬ 
cess  in  this  position.  Qualifications  include 
demonstrated  leadership  ability  and  pro¬ 
ven  track  record  in  sales  management,  as 
well  as  superior  organizational,  people  and 
budgeting  skills.  We  offer  an  excellent  com¬ 
pensation  and  health  benefits  package. 
Send  resumes  to: 

dmager@startrenting.com 
Vice  President,  Start  Renting,  Inc., 

102  N.  Franklin  St.,  Madison,  Wl  53703 
Fax:  (608)  257-6896 


Eight  Michigan  dailies  need  pro¬ 
fessional  representation  with  regional 
and  national  retailers  and  their  agen¬ 
cies.  This  individual  will  support 
major  account/sales  management  at 
each  newspaper  by  coordinating/ 
developing  client  advertising  pro¬ 
grams,  negotiating  contracts,  and 
developing/maintaining  strong  rela¬ 
tionships. 

Position  requires  a  college  degree 
and  experience  with  major  accounts. 
Sales  supervision  experience  benefi¬ 
cial.  Strong  verbal  and  written,  nego¬ 
tiation,  and  presentation  skills  are 
expected.  Computer  literate.  Travel 
required.  Excellent  employee  benefit 
package. 

Send  a  complete  resume,  including 
income  history  to: 

Booth  Newspapers,  Inc. 

Attention:  MMSM 
P.O.Box  2168 
Grand  Rapids,  Ml  49501 

Or  E-mail: 

ldodge(Sccmail.gr-press.com 

An  Equal  Opportunity  Employer 


ADVERTISING  SALES  MANAGER 
Orlando  Sentinel  Communications,  a 
multimedia  communications  company  is 
seeking  two  strategic  sales  leaders  to 
coach  sales  representatives  and  integrate 
creative  marketing  strategies  into  the 
sales  process.  Requires  5-7  years  ad 
agency  or  media  experience,  2-4  years 
sales  management  experience,  thorough 
understanding  of  marketing  data  and  its 
applications  to  advertising  sales  and  com¬ 
puter  literacy  with  experience  utilizing 
technology  in  sales  processes.  To  apply, 
submit  your  resume  with  source  code: 

EP-ASM-CFH 

chaymes@orlandosentineLcom 


RISING  STARS 

A  major  newspaper  group  is  assembling 
a  pool  of  talent  to  fill  current  and  future 
advertising  positions.  We’re  looking  for 
career-oriented  people  interested  in  prog¬ 
ressive  advancement.  Our  community 
newspaper  division  includes  12  daily 
newspapers  in  9  states,  primarily  in  the 
West  and  Midwest,  ranging  from  5,000 
to  50,000  circulation.  We  place  a  high 
priority  on  newspaper  autonomy,  editorial 
excellence  and  innovative  growth 
strategies.  We  believe  in  rewarding 
excellence.  If  your  values  and  goals  are 
similar  and  you  want  to  move  your  career 
forward,  send  a  cover  letter  and  resume 
to: 

Box  01 196,  Editor  &  Publisher 
1515  Broadway,  12th  FI 
NY,  NY10036 

We  are  an  Equal  Opportunity  Employer, 
recognizing  the  value  of 
diversity  in  the  workplace 

CLASSIFIED  ADVERTISING  MANAGER 
The  Fresno  Bee,  Central  California's  lead¬ 
ing  newspaper,  is  looking  for  an  experi¬ 
enced  Classified  Advertising  Manager  to 
manage  the  sales  operation  and  the 
marketing  efforts  of  our  classified  sales 
teams,  including  niche  products.  Those 
interested  should  have  strong  leadership, 
presentation  and  organization  skills  and 
the  ability  to  handle  multiple  projects 
and  deadlines.  Applicants  should  have 
three  years  newspaper  sales  manage¬ 
ment  experience  with  a  proven  track 
record  of  increasing  sales  revenue  with 
existing  accounts  and  generating  new 
revenue  streams.  Please  send  a  resume 
and  cover  letter  to: 

The  Fresno  Bee 

Julie  Porter,  Human  Resources  Department 
1626  E  Street,  Fresno,  CA  93786 
resume@fresnobee.com 
An  Equal  Opportunity  Employer 

CLASSIFIED  ADVERTISING  MANAGER 
The  Times  of  Trenton  is  looking  for  a 
Classified  Advertising  Manager  to  direct 
a  staff  of  six  outside  sales  represen¬ 
tatives  and  two  support  persons.  This  is 
an  invigorating  and  challenging  position 
with  the  market  leader  in  a  fast-paced, 
highly  competitive  market.  You  will  be 
joining  a  supportive  and  interactive 
advertising  management  team  in  our 
daily  efforts  to  grow  market  share  by 
developing  a  superior  sales  staff,  as  well 
as  top  quality  products  for  our 
advertisers. 

Candidates  must  be  ambitious  and  self- 
motivated  with  strong  leadership,  orga¬ 
nizational  and  communication  skills. 
Must  have  extensive  knowledge  in  the 
key  categories  of  automotive  and  real 
estate.  Must  be  willing  and  eager  to 
assume  a  leading  role  in  a  well  estab¬ 
lished  network  of  professional  associa¬ 
tions. 

We  offer  a  competitive  salary  along  with 
an  excellent  benefits  package.  Please 
send  resume  and  salary  history  to: 

The  Times  of  Trenton 
Attn:  Advertising  Director 
500  Perry  Street,  Trenton,  NJ  08618 
Fax:  (609)  984-8301 
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DENTON  PUBLISHING  COMPANY, 
a  subsidiary  or  Belo  Corp.,  is  seeking  a 
highly  energetic  retail  sales  professional  to 
manage  retail  advertising  sales  efforts  in 
Denton  (TX)  and  the  surrounding  area. 
Ideal  candidate  will  have  5-t-  years  expe¬ 
rience  and  a  stellar  track  record  based  on 
performance.  Will  be  responsible  for 
achieving  state  revenue  goals,  developing 
innovative  sales  strategies  and  cultivating 
j  advertising  relationships.  $500/week 
base  plus  commission.  Send  resumes  to: 

Human  Resources 
RO.  Box  369,  Denton,  TX  76202 
E-mail  to  carol@dentonrc.com  with 
Advertising  Sales  Manager  in  subject  line 
Or  fax  to  Carol  Puckett  (940)  381-9666 
EOE 

'  NATIONAL  ADVERTISING  MANAGER 
1  Great  opportunity  for  the  right  person  to 
join  the  New  Haven  Register,  flagship  for 
a  leading  newspaper  company,  as 
National  Advertising  Manager.  Five  years 
of  media  sales  experience  preferred. 
Knowledge  of  national  manufacturers 
and  the  ability  to  sell  with  sophisticated 
market  research  essential.  Prior  experi- 
1  ence  in  calling  on  major  NYC  or  Boston 
advertising  agencies  a  plus.  Some  travel 
required.  Resume  and  salary  require¬ 
ments  tO: 

Sue  Wilson,  Display  Advertising  Manager 
New  Haven  Register 
40  Sargent  Drive,  New  Haven,  CT  06511 
Fax:  (203)  789-5770 

ARE  YOU  A  GREAT  Account  Executive 
that  wants  to  take  your  career  to  the 
next  level?  The  Macon  Telegraph,  a 
Knight-Ridder  company,  has  just  the 
I  opportunity  for  you  as  our  Retail  Sales 
Supervisor. 

I  am  looking  for  a  motivated  professional 
who  loves  to  sell  and  has  the  ability  to 
motivate  and  train.  Candidates  would 
take  a  hands  on  role  of  our  retail  territory 
j  team,  assist  in  budget  preparation  and 
I  recruit  new  team  members. 

Send  resume  and  cover  letter  with  salary 
I  expectations  to: 

The  Macon  Telegraph 
Dave  Hedge,  Retail  Advertising  Manager 
RO.  Box  4167,  Macon,  GA  31208-4167 
Fax  (912)744-4498 
E-mail:  dhedge@maconteLcom 

ART/GRAPHICS 

DO  YOU  HAVE  a  great  boss?  Ready  to 
try  your  hand  at  management?  Growing 
weekly  newspaper,  based  in  Colorado, 
needs  production  manager  for  creative 
team  through  pre-press. 

Call  Rat  Rtolemy  at  (800)  748-1997 
Or  E-mail  resume  to  journal@ria.net 

SEND  E&P  BOX  RHLPIHS  TO 

Editor  &  Publisher 
Classified  Ad  Dept. 

1515  Broadway,  12th  Floor 
1  New  York,  NY  10036 


www.editorandpublisher.com 
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_ ART/GRAPHICS _ 

GRAPHIC  DESIGN  MANAGER 
Needed  hands-on,  customer  focused 
graphic  design  manager  for  the  daily  pro¬ 
duction  of  advertising  material  for  the 
newspaper,  direct  marketing  mail  pieces 
and  commercial  printing,  including 
coordination  of  special  projects  and  sec¬ 
tions.  Skills  required  are:  Leadership  and 
people  skills  to  lead  staff  of  18,  Organiza¬ 
tional  skills  -  ability  to  commit  to 
deadlines  and  work  under  pressure. 
Knowledge  of  production  process  from 
start  to  finish.  Experience  with  Macintosh 
based  operating  systems  and  programs. 
The  perfect  candidate  should  have  at  least 
3  years  experience  with  one  year  in  man¬ 
agement.  College  degree  or  equivalent 
work  experience  in  graphic  design  is 
required.  We  are  an  equal  opportunity 
employer  with  great  benefits.  Send  resume 
and  salary  requirements  to  The  Abilene 
Reporter-News,  attn:  Human  Resources: 

RO.  Box  30,  Abilene,  TX  79604  or 
Fax  (915)  670-5270,  carterr@abinews.com 


CIRCULATION 


CIRCULATION  ZONE  MANAGER 
The  St.  Petersburg  Times  has  an 
opportunity  for  an  enthusiastic,  well 
organized  individual  to  manage  a 
designated  zone  in  our  Home  Delivery 
operation.  Successful  candidate  will  plan, 
direct,  coordinate  and  supervise  activities 
with  the  zone.  Qualified  applicants  will 
possess  expanded  knowledge  of  Circula¬ 
tion  and  Marketing  departments. 
Requires  managerial  experience  with 
demonstrated  skills  in  managing  people, 
problem  solving  and  decision-making. 

We  offer  one  of  the  best  benefit 
packages,  including  major  medical, 
401(k)  and  pension  plan  and  a  com¬ 
petitive  salary. 

Send  resume  and  salary  history  to: 

St.  Petersburg  Times 
Attention:  HR/Home  Delivery 
490  First  Avenue  South 
St.  Petersburg,  FL  33701 
Or  fax:  (727)893-8185 


CIRCULATION  DIRECTOR 
The  Messenger-Inquirer  in  Owensboro, 
Kentucky,  seeks  an  aggressive  and  expe¬ 
rienced  individual  to  direct  its  circulation 
department.  Must  be  knowledgeable  in 
all  aspects  of  circulation  and  capable  of 
implementing  innovative  ideas  to  stim¬ 
ulate  circulation  growth.  Requirements 
for  this  position  include  Bachelor’s 
degree  or  equivalent  experience,  five 
years  of  newspaper  experience,  pre¬ 
ferably  in  circulation,  with  three  years  of 
management  experience,  effective  ad¬ 
ministrative,  organizational  and  commu¬ 
nication  skills. 

We’re  a  34,000  daily  in  western  Ken¬ 
tucky,  owned  by  Belo  Corporation.  We 
offer  competitive  salary  and  excellent 
benefit  package.  Send  cover  letter  and 
resume  to: 

SueTrautwein,  Human  Resource  Director 
Messenger-Inquirer 
RO.  Box  1480,  Owensboro,  KY  42302 
Orstrautwein@messenger-inquirer.com 
EOE 


CIRCULATION 


SINGLE  COPY  MANAGER 
The  San  Antonio  Express-News,  a 
dynamic  244K  daily  and  375K  Sunday 
newspaper,  seeks  an  experienced  pro¬ 
fessional  to  manage  Single  Copy  and  max¬ 
imize  sales  opportunities  in  an  exciting, 
high  growth  market. 

Responsibilities: 

Develop  new  retail  sales  and  marketing 
opportunities;  build  strong  partnerships 
with  existing  and  new  customers;  and 
manage  an  independent  contract 
delivery  force. 

Qualifications/Requirements: 

Minimum  of  five  years’  Single  Copy  and/ 
or  Marketing  Management  experience 
required.  Bachelor’s  degree  preferred. 
Excellent  interpersonal,  presentation  and 
communication  (oral  and  written)  skills. 

We  offer  a  quality  work  environment  and 
a  comprehensive  benefits  package. 
Qualified  applicants  are  encouraged  to 
E-mail  a  resume  to: 

employment@express-news.net 
Attn:  Single  Copy  Manager, 

Or  you  may  mail  to  San  Antonio  Express- 
News,  Human  Resources  Department: 
Attn:  Single  Copy  Manager,  RO.  Box  2171, 
San  Antonio,  TX  78297-2171;  or  you  may 
Fax  your  resume  to  (210)  250-3971 
EQUAL  OPPORTUNITY,  DRUG-FREE 
EMPLOYER 


DIVISION  MANAGER  HOME  DELIVERY 
The  San  Diego  Union-Tribune  is  seeking 
a  Division  Manager  to  join  our  Metro 
Home  Delivery  team.  This  position  must 
work  nights,  early  AM  hours,  weekends 
and  Holidays. 

Responsibilities  will  include  managing 
all  circulation  activities,  achieving  circula¬ 
tion  penetration  and  revenue  growth 
objectives  for  Home  Delivery.  You  will 
develop  a  superior  organization  of  staff 
and  independent  contractors.  Also,  you 
will  develop  sales  plans  and  motivate 
your  staff  to  achieve  excellence. 

The  candidate  we  seek  must  have  strong 
management  experience  and  skills  to 
develop,  coach  and  support  a  large 
group  of  staff.  Must  have  prior  experi¬ 
ence  with  managing  and  operating 
budget.  College  degree  preferred.  Must 
have  a  valid  California  driver’s  license, 
good  driving  record  and  a  current  DMV 
printout.  Candidate  must  understand 
and  be  able  to  utilize  a  PC. 

The  San  Diego  Union-Tribune  offers  and 
excellent  benefits  package,  which 
includes  medical,  dental,  vision,  life 
insurance,  401(k),  retirement,  paid 
vacation  and  sick  time,  holiday  pay,  tui¬ 
tion  assistance  and  more. 

Please  send  your  resume  and  salary 
requirements  to: 

The  San  Diego  Union-Tribune 
Human  Resources  Dept. 

Job  #54-00/ASEP 
RO.  Box  120191 
San  Diego,  CA  921 12-0191 
An  Equal  Opportunity  Employer 
www.uniontrib.com 


jThe  newspaper  industry's  MEETING  place. 


CIRCULATION 


LOOKING  FOR  THAT  EXCELLENT 
CAREER  MOVE?  The  Ogden  Newspa¬ 
pers  has  openings  at  a  few  of  our  36 
daily  newspapers.  We  have  current  open¬ 
ings  in  Circulation,  Editorial,  Advertising, 
Production  and  more.  Check  out  our 
Career  Opportunity  page  at: 

www.ogdennews.com/opportunities 
FEATURE  OPPORTUNITIES  THIS  WEEK: 

CIRCULATION  DIRECTOR 
Houghton,  Ml  -  The  Daily  Mining  Gazette 
in  the  beautiful  Upper  Peninsula  of 
Michigan  seeks  an  energetic  circulation 
leader.  The  Daily  Mining  Gazette  is  a 
10,800  six-day  daily  located  on  the 
Keweenaw  Peninsula.  This  Lake  Superior 
paradise  offers  lots  of  water,  woods  and 
wildlife.  Annual  snowfall  of  more  than 
200  inches  allows  for  long  seasons  of  ski¬ 
ing  and  snowmobiling.  Home  to 
Michigan  Tech  University  and  Suomi  Col¬ 
lege,  our  community  provides  the  cozi¬ 
ness  of  small-town  living  and  the  cultural 
and  entertainment  opportunities  usually 
found  only  in  larger  cities.  Excellent 
schools  and  safe  communities  provide  a 
great  place  for  your  family  to  call  home. 
Come  live,  work  and  play  in  our  paradise. 
To  help  make  your  living  here  even  more 
enjoyable,  we  offer  a  competitive  salary, 
comprehensive  benefits  program  includ¬ 
ing  vacation,  insurance,  a  401(k)  plan, 
and  excellent  career  opportunities.  Send 
letter  and  resume,  including  salary  his¬ 
tory  and  references  to: 

John  Elchert,  The  Daily  Mining  Gazette 
RO.  Box  368,  Houghton,  Ml  49931 
Or  E-mail:  gazpub@upgroup.com 


SALES  &  MARKETING  REPRESENTATIVE 
Due  to  recent  promotions.  Publishers 
Circulation  Fulfillment,  Inc.,  a  national 
company  providing  a  wide  array  of 
circulation  services,  has  openings  for 
circulation  sales  and  marketing  represen¬ 
tatives  to  oversee  The  New  York  Times 
Single  Copy  Sales  in  the  Michigan  area. 
Candidates  must  be  sales  driven  and 
possess  excellent  written,  verbal  commu¬ 
nication  and  presentation  skills.  Knowl¬ 
edge  of  the  newspaper  industry  is  a  plus. 

To  excel  in  our  fast  paced  environment, 
the  candidate  should  be  a  self-starter  and 
have  the  ability  to  analyze  markets  and 
to  create  and  execute  sales  plans  to  drive 
new  business.  They  must  also  possess 
the  ability  to  handle  multiple  projects, 
meet  deadlines,  and  have  excellent  com¬ 
puter,  organizational  and  customer  ser¬ 
vice  skills.  Knowledge  of  Microsoft  Word, 
Excel  and  PowerPoint  required.  This  posi¬ 
tion  requires  interaction  with  local  news¬ 
papers  and  independent  newspaper 
wholesalers.  In  addition,  sales  initiatives 
would  include  development  of  college 
and  educational  sales  programs,  chain 
store  promotions,  and  retail  merchandis¬ 
ing.  Extensive  travel  also  required. 

College  degree  is  preferred.  Excellent 
salary  plus  company  car  and  bonus  plan. 
Send  cover  letter  and  resume  to: 

RC.F.  Inc 

Lois  Nagie 

RE:  Sales  Rep  -  Michigan 
RO.  Box  241,  Oxford,  NJ  07863 
Fax:  (908)  453-4395 
E-mail:  PCFWEDELIVER@worldnet.att.net 


CIRCULATION 


CIRCULATION  DIRECTOR 
The  Kingsport  Times-News  is  looking  for 
the  right  individual  to  lead  its  circulation 
department.  The  Times-News  is  a 
45,000,  7-day  newspaper  in  Northeast 
Tennessee/Southwest  Virginia.  Candi¬ 
dates  should  apply  by  resume  to: 

The  Kingsport  Times  News 
Attn:  Keith  Wilson 

RO.  Box  479,  Kingsport,  TN  37662-0479 


CIRCULATION  DIRECTOR 
Los  Angeles 

Experienced  well  rounded  Circulation 
Director  needed  for  Los  Angeles  based 
paid  daily  business  publication.  Must 
have  strong  hands-on  experience  in 
circulation  promotion,  N/S  Sales,  and 
ABC  audits.  The  right  candidate  must  be 
a  good  communicator,  well  organized, 
goal  oriented  and  able  to  work  well  with 
others. 

Send  resume  with  salary  requirements  in 
strict  confidence  to: 

Department  AH 
BPI  Communications 
1515  Broadway 
New  York,  NY  10036 
Or  Fax  to  (212)  536-5283 
Or  E-mail  to  AHAIRE@bpicomm  com 


EDITORIAL 


A  12,000-CIRCULATION  Zone  4  award¬ 
winning  newspaper  is  seeking  an  editor 
with  excellent  community  news  judg¬ 
ment  and  editing  skills,  complemented 
with  demonstrated  leadership,  communi¬ 
cation  and  management  abilities,  to  lead 
10-person  staff  in  a  group  concept. 
Excellent  growth  potential.  Community 
involvement  a  must.  Send  cover  letter, 
resume,  references,  work  samples  to: 

Box  01260,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


AFTERNOON  DAILY  seeks  aggressive  full¬ 
time  reporter  for  entertainment  scene,  g/a 
features.  Cover  local  scene;  popular 
music,  film,  culture.  Up  to  2  years  experi¬ 
ence  in  feature  writing.  Metro,  layout/ 
design  experience  a  plus.  Fax  resume,  5 
clips  to  Tabitha  Lacy: 

(205)  325-2410 

Or  mail  to  Birmingham  Post-Herald: 

Box  2553,  Birmingham,  AL  35202 
WWW.  post  hera  Id .  com 


ASSISTANT  EDITOR  wanted  by  inde¬ 
pendent  magazine  covering  Penn  State 
athletics.  Strong  writing,  editing  and 
page-design  skills  a  must.  Experience 
using  QuarkXPress  and  Photoshop  on 
Mac-based  system  preferred,  but  not 
essential.  Compensation  package  in¬ 
cludes  full  benefits  and  paid  vacation. 
Send  resume,  clips,  layout  samples  and 
salary  requirements  to: 

Blue  White  Illustrated 
RO.  Box  1272,  State  College,  PA  16804 

COMMUNITY  NEWSPAPER  EDITOR 
at  the  twice-weekly  Hood  River  (OR) 
News.  Prior  editing  required. 

Jim  Kelly  (541)  386-1234 


www.editorandpublisher.conn 
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ASSISTANT  EDITOR 

Assistant  Editor  to  direct  reporters  and 
design  pages  for  Maryland  Gazette,  a 
36,000  ABC  paid  twice  weekly  just  south 
of  Baltimore.  Our  award-winning  paper 
puts  a  heavy  emphasis  on  local  news  and 
our  readers  have  come  to  expect  the  best 
from  us.  Resumes/portfolio: 

Bob  Mosier,  Maryland  Gazette 
306  Crain  Highway  SW 
Glen  Burnie,  MD  21061 


EDITORIAL  PAGE  EDITOR 
Accepting  applications  for  Editorial  Page 
Editor  at  The  Daily  Item,  a  30,000  circula¬ 
tion  daily  in  central  Pennsylvania.  Some 
reporter  supervision  required.  Strong  writ¬ 
ing  and  supervisory  skills  essential.  Send 
resume,  cover  letter  by  June  6  to: 

Editorial  Page  Editor  Search 
The  Daily  Item 

200  Market  Street,  Sunbury,  PA  17801 
Or  E-mail  to  lingrassia@dailyitem.com 


ASSISTANT  MANAGING  EDITOR 
We  are  seeking  an  exceptional  news  pro¬ 
fessional  who  wants  to  make  a  dif¬ 
ference  in  one  ot  America’s  most  beauti¬ 
ful  and  diverse  markets.  Excellent 
opportunity  at  Hawaii’s  largest  newspa¬ 
per,  The  Honolulu  Advertiser  (113,000 
daily,  190,000  Sunday). 

The  Assistant  Managing  EditorAfisuals 
will  oversee  photo,  design  and  graphic 
departments.  Candidates  must  demon¬ 
strate  a  strong  command  of  both  news 
and  feature  content,  savvy  on  systems 
and  new  technology.  The  position  re¬ 
quires  previous  supervisory  experience, 
and  a  varied  portfolio  that  shows  range 
in  creativity  and  critical  thinking. 

A  Gannett  newspaper,  we  offer  com¬ 
petitive  salary,  benefits  and  relocation 
assistance.  Please  send  resume,  work 
samples  and  a  cover  letter  describing 
your  newsroom  style  to: 

Managing  Editor  Jim  Kelly 
The  Honolulu  Advertiser 
605  Kapiolani  Blvd.,  Honolulu,  HI  96813 
No  phone  calls  please 
The  Advertiser  is  an  equal  opportunity 
employer  that  values  workplace  diversity. 


EDITORIAL 


ASSISTANT  METRO  EDITOR 
The  Monitor,  a  prize-winning,  fast¬ 
growing  daily  in  South  Texas,  is  looking 
for  an  assistant  metro  editor.  This  editor 
will  lead  reporting  staff  on  the  afternoon 
and  evening  shift,  directing  news  cov¬ 
erage  and  editing  stories.  Candidates 
should  possess  leadership  and  team¬ 
building  skills  and  in-depth  knowledge  of 
news  writing  and  the  reporting  process. 
Finally,  candidates  must  possess  the 
highest  journalistic  standards  for  work 
produced  on  their  watch.  Reply  to: 

Managing  Editor  Paul  Binz 
The  Monitor 

RO.  Box  760,  McAllen,  TX  78505 
pbinz@themonitor.com 


BUSINESS  REPORTER 
The  San  Antonio  Business  Journal  is  seek¬ 
ing  candidates  for  a  full-time  beat  report¬ 
ing  position.  We  want  someone  with  a  pro¬ 
ven  record  of  covering  local  business 
news.  Enterprise/investigative  know-how  a 
must;  ability  to  get  news  before  it 
becomes  a  press  release  a  must.  We  offer 
competitive  pay/benefits  and  a  work 
environment  that  promotes  creativity, 
diversity,  respect  and  excellence.  Contact: 

Editor  Bill  Conroy  70  N.E.  Loop  410 

Suite  350,  San  Antonio,  TX  78216 
E-mail  bconroy@amcity.com 
(No  llamadas) 

ASSOCIATE  EDITOR  wanted  for  major 
business  travel  magazine  based  in 
Manhattan.  Responsibilities  include  writ¬ 
ing  and  editing  a  monthly  news  section; 
and  writing  features  on  hot  new  travel 
destinations,  innovations  in  business 
communications  and  meetings,  new  hotels 
and  resorts  and  more.  Great  travel 
opportunities.  Applicant  must  be  an 
enthusiastic  news  hound  with  at  least 
one  year  of  news  experience,  who  thrives 
in  a  fast-paced,  tun  environment.  Salary 
commensurate  with  experience.  Send 
replies  to: 

Julie  Barker,  Successful  Meetings 
355  Park  Avenue  South 
New  York,  NY  10010 
Fax:  (212)592-6600 
Or  E-mail:  jbarker@successmtgs.com 
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ASSOCIATE  EDITOR,  THE  EDITORIAL  PAGE 
The  Virginian-Pilot,  a  230,000- 
circulation  daily  serving  coastal  Virginia, 
is  looking  for  an  associate  editor  to  write 
editorials  and  signed  columns  and  to 
help  oversee  editing  of  the  newspaper’s 
opinion  pages.  A  member  of  The  Pilot’s 
editorial  board,  the  Associate  Editor  also 
will  have  responsibility  for  editing  op-ed 
pages  and  for  editing  editorials  in  the 
editorial  page  editor’s  absence. 

The  Pilot  circulates  in  a  metropolitan 
area  of  a  million  and  a  half  residents  that 
includes  Virginia  Beach  (the  largest  city 
in  Virginia),  Norfolk,  Chesapeake, 
Portsmouth,  Suffolk  and  Northeastern 
North  Carolina.  The  locally  owned,  award¬ 
winning,  progressive  newspaper  has  been 
recognized  by  the  Virginia  Press  Associa¬ 
tion  for  13  consecutive  years  as  the  best 
large-circulation  paper  in  the  state. 
Applicants  for  the  Associate  Editor’s  posi¬ 
tion  should  be  experienced  journalists, 
preferably  with  editing  experience,  and  a 
proven  ability  to  write  lively,  persuasive, 
nondogmatic  prose.  Apply,  with  cover  let¬ 
ter,  resume  and  10  writing  samples,  to: 

Alan  Sorensen,  Editorial  Page  Editor 
The  Virginian-Pilot 
150  W.  Brambleton  Avenue 
Norfolk,  VA  23510 
(No  phone  calls  please) 


ATTENTION  MAY/JUNE  GRADUATES 
TWO  REPORTING  OPPORTUNITIES 
GENERAL  ASSIGNMENT  REPORTER 
Get  your  foot  in  the  door  with  the 
nation’s  second  largest  newspaper  group 
-  Knight  Ridder.  The  Aberdeen  American 
News,  a  18,000  circulation  paper  in 
northeastern  South  Dakota,  is  seeking 
an  aggressive  general  assignment 
reporter  with  solid  writing  skills.  Must 
have  command  of  the  written  word  and 
AP  style.  Solid  reporting  skills  and 
curiosity  a  must.  We  offer  competitive 
salary,  401(k)  plan  and  excellent  bene¬ 
fits.  Send  resume,  cover  letter,  three 
references,  and  clips  to  the  American 
News,  Attn.  Human  Resources,  RO.  Box 
4430,  Aberdeen,  SD  57402-4430 
or  send  online  tO: 

srozell@aberdeennews.com 
OUTDOORS  WRITER 
We  also  have  an  opportunity  for  a 
motivated,  effective  writer  with  photog¬ 
raphy  skill  to  provide  extensive  coverage 
of  hunting,  fishing,  trapping  and  other 
outdoor  recreation  in  northern  South 
Dakota.  Position  is  full-time  with 
excellent  benefits.  Send  resume,  three 
references,  and  clips  to  the  American 
News,  Attn:  Human  Resources,  RO.  Box 
4430,  Aberdeen  SD  57402-4430  or 
send  online  tO: 

srozell@aberdeennews.com 


BUSINESS  EDITOR 

Major  news  website  seeks  editor  with 
5-1-  years  experience  to  lead  growing 
business  section.  Work  with  reporters 
and  content  partners;  must  have  experi¬ 
ence  writing  business/financial  news 
along  with  an  understanding  of  the  web. 
Rlease  send  resumes  to: 

jobs@newsdigitaLcom 
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BUSINESS  RAGE  DESIGNER 
The  Patriot-News,  a  180,000-circulation 
daily  newspaper  in  Harrisburg,  PA  is 
seeking  a  designer/paginator  for  our 
expanded  Business  section.  The  section 
will  feature  themed  pages  and  coincide 
with  a  paper-wide  re-design  for  our  new 
presses.  Strong  page  design  abilities, 
creativity  a  must.  Artistic  ability  a  plus. 
Send  letter,  resume,  page  clips  to: 

Cate  Barron,  The  Patriot-News 
RO.  Box  2265,  Harrisburg,  RA  17101 
Or  Fax  to:  (717)255-8456 


BUSINESS  RERORTER 
The  Times  Publishing  Company  in  Erie, 
PA,  IS  seeking  a  reporter  to  cover  busi¬ 
ness  and  finance  in  northwestern  Pen¬ 
nsylvania  for  its  daily  newspapers.  At 
least  one  year  of  business  reporting  is 
preferred.  We  offer  competitive  pay  and 
benefits  in  a  professional  work  environ¬ 
ment.  Please  send  a  cover  letter,  resume 
and  work  samples  to: 

Administrative  Editor 
Times  Publishing  Company 
205  West  12th  Street,  Erie,  PA  16534 


BUSINESS  REPORTER 
The  employee-owned  Omaha  World- 
Herald  (225,000  circulation  weekdays, 
275,000  Sundays)  seeks  a  skilled, 
aggressive  reporter  to  cover  one  of  our 
highest-profile  beats:  technology.  Omaha 
is  one  of  America’s  most  livable  cities,  and 
it’s  home  to  such  companies  as  ConAgra, 
Union  Pacific  Corp.,  Ameritrade  and  War¬ 
ren  Buffett’s  Berkshire  Hathaway,  We’re 
taking  our  business  coverage  up  several 
notches  as  we  prepare  to  open  a  $125 
million  production  facility  in  2001.  If  you 
can  write  with  flair  and  have  a  record  of 
breaking  big  stories  before  the  press 
release  comes  out,  please  apply.  Send 
resume,  clips  and  a  cover  letter  to: 

Jeff  Gauger 

Assistant  Managing  Editor 
Omaha  World-Herald 
World-Herald  Square 
Omaha,  NE  68102-1 138 


BUSINESS  REPORTER 
The  Virginian-Pilot,  a  200,000-circulation 
daily,  seeks  an  experienced  reporter  to 
cover  the  port,  railroads  and  shipyards  of 
Southeastern  Virginia.  We  want  an 
aggressive  reporter  with  a  strong  package 
of  breaking  news,  profiles,  in-depth  ana¬ 
lyses  and  enterprise  pieces.  We  want  a 
team  player  who  goes  beyond  the  routine 
and  writes  stories  that  surprise  and 
enlighten  readers.  If  this  is  you,  send  let¬ 
ter,  resume,  and  clips  to: 

Carl  Fincke,  Business  Editor 
The  Virginian-Pilot 
150  West  Brambleton  Avenue 
Norfolk,  VA  23510 


COLLEGE  BASKETBALL  WRITER 
The  Gainesville  (FL)  Sun  seeks  a  writer 
to  cover  the  University  of  Florida’s  men’s 
basketball  team,  one  of  the  most  excit¬ 
ing  basketball  programs  in  the  country. 
Send  resumes  and  clips  to: 

Arnold  Feliciano,  Sports  Editor 
RO.  Box  147147 
Gainesville,  FL  32614-7147 
Or  E-mail:  Felicia@gvillesun.com 
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The  Reporters  Committee  for  Freedom  of  the 
Press  is  seeking  an  experienced  reporter  and  edi¬ 
tor  to  serve  as  its  first  Robert  R.  McCormick  Tri¬ 
bune  Journalism  Fellow. 

Duties:  The  recipient  of  the  one-year  fellowship  will 
write,  edit  and  design  for  the  Committee’s  publica¬ 
tions  and  web  site. 

Minimum  requirements:  Three  years  experience  as  a  reporter, 
editor  and  designer  for  print  or  on-line  publications,  and  a  strong 
interest  in  free  press  issues. 

Salary:  $38,000  plus  full  health  benefits  for  one-year  fellowship 
beginning  Sept.  5,  2000.  The  fellow  will  also  be  able  to  audit  a 
college-level  course  on  First  Amendment/media  law. 

Send  cover  letter,  resume,  references,  news  clips  and  design  samples  by  July 
1,  2000,  to:  The  Reporters  Committee  for  Freedom  of  the  Press,  1815  N.  Ft. 
Myer  Dr.,  Suite  900,  Arlington,  VA  22209.  Attn:  Lucy  Dalglish.  For  more  infor¬ 
mation  about  this  position,  visit  our  website  at  <www.rcfp.org/fellow.html>. 


C6  EDITORS;  PUBLISHER  classifieds  MAY  29,  2000 


www.editorandpublisher.com 


Phone:1-888-825-9149  - 


CLAHIFIED  ADVERTISING 


~  Fax :  (212)  536-8800 


1515  Broadway,  New  York,  NY  10036  -  mappello@editorandpubi.isher.com  -  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


EDITORIAL 


EDITORIAL 


EDITORIAL 


EDITORIAL 


ASSISTANT  EDITOR  wanted  for  weekly 
Jewish  newspaper.  Excellent  writing, 
reporting  and  editing  skills  required. 
Jewish  knowledge  needed.  Send  resume 
and  2  clips  to  Vivian  Rothschild,  Exec. 
Editor,  Wisconsin  Jewish  Chronicle,  1360 
N.  Prospect  Ave.,  Milwaukee,  Wl,  53202 
Or  email  to  Milwaukeej@aol.com 


ASSISTANT  NEWS  EDITOR 
FLORIDA  TODAY,  a  Gannett  newspaper 
on  the  Space  Coast,  seeks  an  experi¬ 
enced  editor  to  help  lead  the  News 
Desk.  Strong  editing  and  management 
skills  a  must.  Excellent  growth  potential. 
E-mail  cover  letter,  resume  and  salary 
requirements  to: 

kbowden@brevard.gannett.com 


COME  GROW  WITH  US 
If  you’re  a  reporter  or  copy  editor,/ 
designer  looking  for  a  newsroom  that 
doesn’t  just  cook  -  it  sizzles  -  then  the 
Greensboro  News  &  Record  is  your  next 
career  stop.  Our  100,000  daily  in  cen 
tral  North  Carolina  enjoys  a  national 
reputation  for  grooming  top  journalists. 
As  N&R  travel  editor  Lydian  Bernhardt 
says,  “The  company  offers  the  most 
extensive  collection  of  on-site  pro¬ 
fessional-development  opportunities  I’ve 
ever  heard  of."  We  are  wrapping  up  the 
biggest  expansion  in  our  110-year  history, 
adding  33  journalists.  We  need  reporters 
to  cover  the  arts,  business,  cops,  educa¬ 
tion,  GA  —  both  news  and  features, 
specific  cities  and  sports.  We  need  copy 
editors/designers  on  both  the  news  and 
sports  desks.  To  apply,  send  resume, 
cover  letter  and  work  samples  to: 

Ed  Williams,  Recruitment  Coordinator 
200  E.  Market  Street 
Greensboro,  NC  27420 
For  more  info,  see:  www.news-record.com 


COPY  EDITOR  -  Busy,  growing  NE  PA 
daily  needs  sharp,  energetic  copy  editor 
who  can  stand  up  under  the  demands  of 
a  very  active  desk.  Good  organizational 
skills,  knowledge  of  QuarkXPress,  Word 
a  must.  The  person  who  fills  this 
challenging  position  may  be  called  on  to 
run  the  night  desk  at  times.  Layout 
duties  also  part  of  job.  Send  resume, 
samples  to  Jeff  Cox,  Editor  in  Chief: 

Standard-Speaker 
2 1  North  Wyoming  Street 
Hazleton,  PA  18201 


COPY  EDITOR  for  New  York  Times- 
owned  daily  newspaper  in  southeast 
Louisiana.  Requires  proficiency  in  page 
layout  and  design  using  QuarkXPress. 
Send  resume  and  clips  to  Mike 
Slaughter,  executive  editor.  The  Courier: 

RO.  Box  2717,  Houma,  LA  70361  EOE 


COPY  EDITOR  wanted  for  25,000  circula¬ 
tion  daily  in  Southside,  Virginia.  The  ideal 
candidate  is  a  college  graduate  with 
knowledge  of  newspaper  design  software 
and  exemplary  word  skills.  Contact: 

Duke  Conover,  Danville  Register  &  Bee 
RO.  Box  331,  Danville,  VA  24543 
Or  E-mail:  pconover@registerbee.com 


COPY  EDITORS,  REPORTERS 
The  Northwest  Herald,  a  36,000  a.m. 
daily  in  the  Chicago  suburbs,  is  seeking 
applicants  for  copy  editing  and  reporting 
jobs.  Copy  editors  should  have  a  year’s 
experience,  sharp  eye,  and  QuarkXPress 
experience.  Reporters  should  have 
equivalent  of  a  year’s  experience,  back¬ 
ground  in  municipal,  education  or  general 
assignment.  The  Herald  offers  excellent 
salary  and  benefits  with  an  emphasis  on 
training  (full-time  writing  coach/training 
director).  If  you’re  good  and  interested  in 
getting  better,  send  a  resume  and  work 
samples  to  Northwest  Herald: 

RO.  Box  250 

Crystal  Lake,  IL,  60039-0250 
Attn:  Cliff  Ward 


MANAGING  EDITOR 

Climb  aboard  with  an  established,  grow¬ 
ing  national  group  that  walks  the  walk. 
One  of  our  small  dailies  in  California 
needs  a  managing  editor  to  lead  a  staff 
of  seven  to  new  heights.  Good  opport¬ 
unity  for  dedicated  pro  who  can  manage 
an  operation  that  thrives  on  breaking 
news  as  well  as  chicken  dinners.  Send 
resume  tO: 

Box 01257,  Editors  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


EDITORIAI- 


COPY  EDITOR/PAGINATOR 
The  Patriot-News  in  Harrisburg,  PA, 
(102,000  daily/160,000  Sunday)  is 
seeking  a  copy  editor/paginator. 

Pagination  duties  include  designing  and 
paginating  local  section  fronts,  local 
inside  pages  and,  from  time  to  time, 
wire  pages  and  Page  1.  Copy-editing 
duties  include  editing  stories  for  style 
and  comprehensiveness,  plus  headline 
and  photo  caption  writing. 

Candidates  should  have  a  strong  back¬ 
ground  in  copy  editing  and  headline  writ¬ 
ing  as  well  as  proven  layout  skills. 

Please  send  resume  and  clips  to: 

Bob  Vucic,  Executive  News  Editor 
The  Patriot- News 

RO.  Box  2265,  Harrisburg,  PA  17101 
EDITOR 

Young  newsweekly  in  challenging,  growing 
community  needs  editor  to  lead  experienced 
news  staff.  Strong  news  and  management 
skills  required,  daily  experience  preferred. 
Here’s  your  chance  to  shape  the  future  and 
enjoy  a  great  environment  at  good  pay. 
Send  cover  letter,  clips,  resume  to: 

Christine  Born 

Pensacola’s  Independent  Newsweekly 
RO.  Box  1463,  Gulf  Breeze,  FL  32562 
No  phone  calls.  E-mail  or  faxes,  please 
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EDITORIAL  PAGE/OPINION  EDITOR 
The  Monitor,  a  prize-winning,  fast¬ 
growing  daily  in  South  Texas,  is  looking 
for  an  editorial  page  editor.  Candidates 
should  possess  superior  writing  skills 
and  a  strong  interest  in  libertarian 
political  philosophy.  They  should  also  be 
comfortable  with  news  wires,  headline 
writing,  layout,  and  pagination,  and 
must  be  skillful  and  customer  service- 
oriented  in  dealing  with  the  public,  both 
on  the  telephone,  in  E-mail  and  in 
person.  Finally,  candidates  must  possess 
the  highest  journalistic  standards  for 
work  produced  on  their  watch.  Reply  tO: 

Managing  Editor  Paul  Binz 
The  Monitor 

RO.  Box  760,  McAllen,  TX  78505 
E-mail  pbinz@themonitor.com 


GENERAL  ASSIGNMENT  REPORTER 
When  we  say  general,  we  mean  every¬ 
thing:  meetings,  politics,  entertainment, 
even  agriculture  (we  are  located  in 
Ohio’s  highest  producing  county).  A 
working  knowledge  of  QuarkXPress  or 
Photoshop  is  a  plus  at  this  10,000 
circulation  daily.  Send  letter,  resume 
and  clips  to: 

Frank  Snyder,  The  Daily  Standard 
RO.  Box  140,  Celina,  OH  45822 
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NewTimes 


IDWEST 


New  Times  has  added  three  Midwestern  , 
cities  to  its  group  of  award-winning, 
magazine-style  newsweeklies.  Our 
papers  publish  hard-hitting  news  stories 
engaging  features  and  provocative 
music  and  arts  coverage  in  eleven 
cities  coast  to  coast.  ~ 


'  Now  we'd  like  to  increase  the  staffs  at 

^  our  newest  papers  in  St.  Louis,  Cleveland  and 

Kansas  City.  We  are  looking  for  writers  and 
editors  who  can  craft  compelling  narratives,  analyze 
complex  subjects  and  put  a  city's  news  in  perspective. 

New  Times  offers  competitive  salaries  and  benefits.  ^ 


Interested  candidates  should  send  cover  letter,  resume  and  clips  to: 


Andy  Van  Oe  Voorde 
Executive  Associate  Editor 
New  Times,  Inc. 

RO.  Box  5970,  Denver,  CO  80217 


TO  LEARN  MORE  ABOUT  NEW  TIMES,  VISIT  OUR  WEBSITE  AT  WWW.NEWTIMES.COM 
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EDITORIAI. 


COPY  EDITOR/DESIGNER 
The  Rutland  Herald,  the  state  newspa¬ 
per  of  mid-Vermont,  has  an  opening  for 
a  full-time  copy  editor/designer.  Join  a 
seasoned  copy  desk,  design  pages,  work 
with  reporters  when  you  edit  stories,  and 
develop  concepts  at  this  well-regarded 
independent  newspaper.  Team  spirit  a 
must.  Knowledge  of  Northeast  a  plus. 
Come  to  Vermont  for  energetic  newspa- 
pering,  quality  of  life,  skiing,  maple  and 
foliage.  Close  to  NYC,  Boston,  Montreal. 
Letter,  resume,  samples  to: 

John  Van  Hoesen,  Managing  Editor 
Rutland  Herald 

RO.  Box  668,  Rutland,  VT  05702 
Or  E-mail:  ivh@vermontel.net 


ECONOMICS  WRITER 
Investor’s  Business  Daily,  the  nation’s 
fastest-growing  newspaper  (now  over 
300,000  circulation),  is  adding  to  its 
economics  reporting  team.  We’re  seek¬ 
ing  an  individual  who  understands  busi¬ 
ness  dynamics,  appreciates  free-market 
principles  and  can  see  the  big  picture. 
We  offer  competitive  salaries,  benefits 
and  strong  incentives  for  excellence  and 
growth.  Preferred  location  is  Los 
Angeles,  but  will  consider  New  York, 
Washington  or  Silicon  Valley  for  highly 
experienced  applicant.  Send  a  cover  let¬ 
ter,  resume  and  writing  samples  to: 
Economics  Editor  Donald  Gold 
Investor’s  Business  Daily 
12655  Beatrice  St.,  Los  Angeles,  CA  90066 
Or  to  don.gold@investors.com 
Or  fax  to  (310)  577-7350  and  call 
(310)  448-6373  to  confirm  receipt  of  fax 
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DREAM  DATABASE  EDITOR  JOB 
The  Center  for  Media  and  Public  Policy 
in  the  Heritage  Foundation  seeks  a 
database  analyst/editor  for  our  Com¬ 
puter-Assisted  Research  and  Reporting 
program.  Minimum  of  2-3  years  experi¬ 
ence  working  with  editors  and  reporters 
on  data-intensive  projects  is  required. 
Teaching  aptitude  and  basic  familiarity 
with  wth  languages  used  for  web  data¬ 
base  applications  are  definite  plusses. 
This  is  a  key  position  working  with 
journalists  at  major  national  and  interna¬ 
tional  media  organizations  in  the 
nation’s  capital.  Good  verbal  and  written 
communication  skills  are  a  necessity.  A 
competitive  salary  and  benefits  package 
is  available.  Recent  advanced-degree 
journalism  graduates  will  be  considered. 
Applicants  should  send  resume,  clips 
and  references  tO: 

Mark  Tapscott,  Manager,  Media  Programs 
Center  for  Media  and  Public  Policy 
The  Heritage  Foundation 
214  Massachusetts  Avenue,  NE, 
Washington,  DC  20002 
Email  inquiries  should  be  sent  to: 

Mark.Tapscott@Heritage.org 


MANAGING  EDITOR 

We  are  searching  for  a  leader  for  our 
award  winning  staff.  Attributes  would 
be:  a  coach  and  mentor  while  juggling 
the  day-to-day  operations,  be  opi¬ 
nionated  and  want  to  write  editorials. 
We  are  a  10,000  daily  family-owned 
independent  located  in  a  county  seat. 
Send  examples  and  resumes  to: 

Publisher,  The  Daily  Standard 
RO.  Box  140,  Celina,  OH  45822 


EDITORIAL 


COPY  EDITORS:  The  Santa  Rosa  Press 
Democrat  has  an  opening  for  full-time 
copy  editors/page  designers.  We’re  look¬ 
ing  for  a  sharp,  careful  editor  who  prized 
clarity  in  both  copy  and  design.  We 
emphasize  accuracy,  adept  editing, 
strong  headlines  and  clean  design.  We 
use  the  Unisys  system  and  are  at  work 
on  a  redesign.  The  Press  Democrat  is  a 
95,000,  New  York  Times  morning 
newspaper  in  the  heart  of  California’s 
Wine  Country,  about  an  hour  north  of 
San  Francisco.  The  area  also  is  home  to 
a  thriving  tourism  industry,  a  growing 
high-tech  sector  and  an  active  arts  com¬ 
munity.  There’s  plenty  of  opportunity  to 
make  a  difference  on  the  job,  and  there’s 
plenty  of  opportunity  for  life  outside  the 
newspaper.  Send  resume  and  at  least 
three  design  samples  to  Ken  Heidel,  assis¬ 
tant  copy  chief.  The  Press  Democrat: 

427  Mendocino  Ave, 

Santa  Rosa,  CA  95401 
E-mail  kheidel@pressdemocrat.com 


GRAPHIC  ARTIST 

The  Waterloo  Courier,  a  50,000  PM 
daily  in  Northeast  Iowa,  is  seeking  a 
graphic  artist  to  work  primarily  with  the 
newsroom  on  illustrations,  infographics 
and  layout  and  with  the  New  Media 
Director  on  our  Website.  The  Courier  is  a 
past  winner  of  Iowa  and  national  general 
excellence  awards.  Send  resume  and 
clips  tO: 

Saul  Shapiro,  editor,  Waterloo  Courier 
RO.  Box  540,  Waterloo,  lA  50704 


COPY  EDITOR 

We  believe  a  good  copy  editor  can  make 
a  difference.  That’s  why  the  Times 
Leader,  a  Knight  Ridder  paper,  operates 
separate  design  and  editing  desks.  We 
want  our  copy  editors  to  focus  on  refin¬ 
ing  stories  and  crafting  headlines. 

We’re  offering  a  signing  bonus  and  other 
incentives  to  the  right  candidate.  You’ll 
also  be  eligible  to  compete  for  a  share  of 
the  $5,000  we  award  annually  in  our  in- 
house  contest. 

This  opening  is  the  result  of  expansion. 
(Sometimes  our  copy  editors  go  on  to 
lead  reporting  teams.)  You’ll  edit  mostly 
news,  business  and  sports  copy  on 
deadline. 

Wilkes-Barre  is  one  of  the  few  remaining 
two-newspaper  towns  in  the  country  and 
faces  fierce  competition  from  papers  in 
adjoining  markets.  We’re  two  hours  from 
New  York  and  Philadelphia.  That  proximity 
allows  for  training/mentoring  opportunities 
with  the  Philadelphia  Inquirer,  a  sister 
Knight  Ridder  newspaper. 

The  Wilkes-Barre  area  is  home  to  AHL 
hockey  and  AAA  baseball  teams;  afforda¬ 
ble  housing  and  safe  schools;  minutes 
from  the  great  outdoors;  and  the 
birthplace  of  snack  food  icon  Mr.  Peanut. 
Send  a  resume,  cover  letter  and  five  most 
revealing  work  samples  to; 

Christopher  B.  Ritchie 
Development  Editor 
The  Times  Leader 
15  North  Main  Street 
Wilkes  Barre,  PA  18711 
Or  E-mail:  chrisr@leader.net 
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DEPUTY  SPORTS  EDITOR 
The  Gainesville  (FL)  Sun,  an  APSE 
award-winning  paper,  seeks  an  editor 
with  strong  word  and  design  skills  to 
help  guide  a  lO-person  staff  at  this  New 
York  Times  Regional  daily,  home  of  the 
University  of  Florida.  The  editor  will  han¬ 
dle  night-time  operations  and  work 
closely  with  the  sports  editor  on  story 
ideas  and  packages.  Send  resumes  and 
clips  to  Arnold  Feliciano,  sports  editor, 
RO.  Box  147147,  Gainesville,  FL 
32614-7147  or  E-mail  at: 

Felicia@gvillesun.com 


EXECUTIVE  EDITOR 

Los  Angeles  based  trade  magazine  group 
seeks  proven  business  editor  to  oversee 
effort.  Must  have  minimum  (3-5)  years 
daily  experience,  accomplished  writing  and 
editing  skills  and  be  PC  literate.  Great 
package,  will  relocate  right  candidate. 

Fax  resume  tO:  (323)  951-0307 


COPY  EDITOR/PRODUCTION  MANAGER 
The  Cato  Institute  seeks  an  experienced 
copy  editor/production  manager  for 
Regulation,  a  quarterly  journal  of  applied 
microeconomic  research.  Specific  duties 
include  copyediting  articles,  book 
reviews,  and  letters  to  the  editor;  negotiat¬ 
ing  changes  with  authors;  providing  the 
layout  artist  with  text,  tables,  and  figures 
(in  hard  copy  and  electronically);  arrang¬ 
ing  for  proofreading  and  author  approval 
of  page  proofs;  working  with  the  layout 
artist  to  assemble  final  copy  for  printing 
(including  preparation  of  the  table  of  con¬ 
tents  and  placement  of  advertising);  pre¬ 
paring  instructions  for  the  printer;  review¬ 
ing  bluelines;  and  coordinating  the  sup¬ 
porting  efforts  of  an  administrative  assis¬ 
tant,  circulation  manager,  and  'Aleb  master. 
The  position  requires  editing  experience, 
familiarity  with  microeconomic  material,  a 
working  knowledge  of  Chicago  style,  facility 
with  word-processing  software  (preferably 
Microsoft  Word),  and  a  working  knowl¬ 
edge  of  publication  production.  This  is  a 
part-time  position;  the  workload  will 
average  20  hours  a  week,  varying  widely 
according  to  the  phase  of  the  publication 
cycle.  (Full-time  work  can  be  arranged, 
with  the  addition  of  assignments  from 
other  parts  of  Cato.)  Send  a  letter  with  a 
resume  and  editing  samples  to: 

Peter  VanDoren,  Editor  of  Regulation 
Cato  Institute 

1000  Massachusetts  Avenue  NW 
Washington,  DC  20001 
Or  E-mail  tO:  pvandore@cato.org 


COPY  EDITORS 

The  Kinston  Free  Press,  an  award- 
winning  newspaper  in  North  Carolina,  is 
seeking  several  talented  individuals  for 
copy  desk  positions.  Duties  include  page 
layout  and  design,  copy  editing  and 
occasional  writing.  One  to  two  years 
experience  preferred,  but  college  grads 
who  show  a  flair  for  the  newspaper  busi¬ 
ness  should  apply.  Send  resume,  work 
samples  to: 

L.  Croom,  The  Free  Press 
2103  N,  Queen  Street,  Kinston,  NC  28501 
E-mail  resume  tO: 
ldcroom@link.freedom.com 
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SSr"  San  Francisco 

managing  editor 

and  an  associate  editor  for  its  news  and 
entertainment  weekly  in  San  Francisco.  We  want 
editors  who  have  a  fine  touch  with  copy,  a  firm 
grasp  of  the  magazine  style,  and  the 
self-confidence  needed  to  work  comfortably  with 
a  staff  of  writers  who  routinely  win  major  national 
journalism  awards.  The  managing  editor  position 
requires  a  strong  background  in  news  and 
superior  management  ability;  associate  editor 
candidates  should  have  solid  experience  with 
arts/features.  Qualified  applicants  will  have  the 
demonstrated  ability  to  deal  with  lengthy  news 
and  feature  articles,  and  the  desire  to  edit  and 
write  to  the  highest  standards. 

Applicants  should  send  a  short,  arresting  cover 
letter,  a  one-page  resume,  and  a  representative 
set  of  writing  and  editing  clips  to: 

John  Mecklin 
Editor 
SF  Weekly 

185  Berry,  Lobby  4,  Suite  3800 
San  Francisco,  CA  94107 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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EDITORIAI. 


EDITOR  ENTREPRENEUR 
Not  for  the  faint-hearted!  Bigfoot  Media, 
publisher  of  the  Berkeley  Daily  Planet,  is 
looking  for  ambitious  editors/leaders  of 
start-up  Calif.  Hard  news  community 
dailies.  Energetic,  passionate  leaders 
needed  to  build  and  jazz  news  team. 
Excellent  hands-on  skills:  local  news, 
writing,  editing,  QuarkXPress,  team¬ 
building.  Competitive  compensation 
with  stock  options.  E-mail/fax  resume, 
salary  requirements,  5  best  clips: 
hr@berkeleydailyplanet.com 
Fax  (510)  841-5695 


EDITOR-IN-CHIEF 

The  Sacramento  News  &  Review,  an 
award-winning,  95,000  circulation 
alternative  weekly  in  California’s  capital 
city,  is  seeking  a  new  editorial  leader. 
Must  be  an  experienced,  dynamic  indi¬ 
vidual  with  soiid  background  in  news 
and  features.  Good  writing  and  editing 
skills  a  must,  alternative  experience  a 
plus.  At  least  4  years  editorial  manage¬ 
ment  required.  Send  resume,  clips  and 
references  to: 

Editor  Search,  Sacramento  News  &  Review 
1015  20th  St.,  Sacramento,  CA  95814 


EDITOR/REPORTER 

The  Florida  Catholic  St.  Petersburg  Edi¬ 
tion  has  an  immediate  opening  for  an 
energetic,  self-starter  to  cover  events  and 
issues  and  take  photos.  Successful  can¬ 
didate  will  be  responsible  for  five  to  six 
weekly  pages  of  local  diocesan  content. 
A  Bachelor’s  degree  in  journalism  is 
required  as  well  as  excellent  writing 
skills  and  four  years  of  professional 
reporting  experience.  Word  for  Mac 
helpful.  With  resume,  send  three  clips 
and  references  plus  salary  requirements 
to  William  Urbanski,  director  of  commu¬ 
nications,  Diocese  of  St.  Petersburg, 
RO.  Box  40200,  St.  Petersburg,  FL 
33743-0200.  Fax:  (727)374-0208. 


EDITOR 

Crain’s  Cleveland  Business,  a  weekly 
business  newspaper,  seeks  an  editor  for 
its  weekly  sections  covering  such  areas 
as  finance,  technology,  health  care  and 
small  business.  Editor  must  be  a  great 
generator  of  story  ideas  who  also  is  good 
at  working  with  free-lance  copy.  Writing 
stories  also  is  part  of  this  job.  Resume 
and  work  samples  should  be  sent  to 
Editor  Mark  Dodosh,  Crain’s  Cleveland 
Business,  700  W.  St.  Clair  Avenue, 
Suite  310,  Cleveland,  OH  441 13. 

Fax  (216)  522-0625 
E-mail:  mdodosh@crain.com 


EDITOR 

Editor  needed  for  alternative  health- 
related  magazine  based  in  Evergreen, 
CO.  Extensive  writing/editing  experience 
required.  Planning/organization  skills  a 
must.  Mac  and  QuarkXPress/Photoshop 
experience  preferred.  Ability  to  work  in 
fast-paced  team  environment,  handle 
multiple  tasks,  have  flexibility,  meet 
deadlines,  wear  many  hats.  Send 
resume,  cover  letter,  examples  of  experi¬ 
ence  to  Editor: 

RO.  Box  1869,  Evergreen,  CO  80437 
Or  fax  to  (303)  674-0859 
www.editorandpublisher.conn 
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EDITORIAL  PAGE  EDITOR 
The  Herald  News  is  seeking  an 
intellectually  disciplined  journalist  to  lead 
our  vibrant  editorial  pages.  Our  49,000- 
circulation  daily  blankets  urban  northern 
New  Jersey,  with  its  rich  diversity  of 
cultures  and  customs.  Our  loyal  readers 
expect  vigorous  advocacy  and  crystal 
prose  on  their  editorial  and  op-ed  pages. 
Intellect  and  writing  are  only  part  of  the 
equation.  The  editorial-page  editor  also 
must  be  an  ambassador  to  our  com¬ 
munity,  cultivating  sources  of  bright  com¬ 
mentary  and  illuminating  readers’  most 
vital  issues.  Duties  include  setting  the 
agenda  for  the  newspaper’s  editorial 
board  and  keeping  members  of  our  com¬ 
munity  advisory  board  interested  and 
active.  Strong  writing,  editing,  production, 
and  interpersonal  skills  required. 

If  you  have  the  qualifications  for  this  key 
newsroom  role,  please  send  letter,  re¬ 
sume,  salary  history,  and  work  samples  tO: 

Stephen  McCarthy 
Assistant  Managing  Editor/News 
Herald  News 

One  Garret  Mountain  Plaza,  CN473 
West  Paterson,  NJ  07424-0473 


EDUCATION  WRITER 
Join  the  education  team  at  the  Lexington 
Herald-Leader  and  write  about  one  of 
the  nations’s  most  ambitious  education 
reform  efforts.  You  will  cover  Lexington’s 
33,000-student  school  district  and  will 
join  with  two  other  education  reporters 
to  write  about  trends  and  issues.  Lex¬ 
ington  is  home  to  250,000  people, 
hundreds  of  thoroughbred  horse  farms 
and  the  University  of  Kentucky.  We’re  a 
Knight  Ridder  paper  (120,000  daily, 
160,000  Sunday)  with  three  Pulitzer 
Prizes  among  nine  Pulitzer  finalists  in 
the  last  15  years.  Send  letter,  resume, 
reference  list  and  6-10  clips  to: 

Tom  Caudill,  AME 
Lexington  Herald-Leader 
100  Midland  Avenue,  Lexington,  KY  40508 
Or  E-mail:  tcaudill@herald-leader.com 


EXECUTIVE  EDITOR 

National  trade  magazine  seeks  an  editor 
with  10  years-plus  experience  in 
researching,  interviewing,  writing,  and 
managing  the  editorial  process.  Candi¬ 
dates  must  have  a  proven  track  record  in 
client  contact  and  staff  management, 
and  be  able  to  travel  roughly  40  percent 
of  the  time. 

Our  family-atmosphere  company  is  on  a 
tremendous  growth  spurt.  In  fact.  Folio: 
has  just  named  us  the  6th  fastest  grow¬ 
ing  publishing  company  in  the  nation, 
which  means  you’ll  have  plenty  of  advan¬ 
cement  opportunity.  What  you  do  today 
will  definitely  NOT  be  what  you  do 
tomorrow! 

Excellent  benefit  package. 

Please  forward  a  cover  letter,  resume, 
and  TWO  bylined  articles  to: 

Marcia  Gruver,  Editorial  Director, 
Equipment  World 
3200  Rice  Mine  Road,  NE, 
Tuscaloosa,  AL  35405 
Email:  mgruver@randallpub.com 
No  phone  calls  Fax:  205-345-5695 
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FARM  BEAT  REPORTERS  -  Farm  Helpline, 
a  new  online  news  service  reporting  issues 
facing  family  farmers  seeking  freelance 
reporter/photographers  for  regular  weekly 
assignments.  Resume  and  clips  to: 
writers@farmhelpline.org 
Or  Fax  (443)  755-9995 


FLORIDA  DAILY 

Two  openings  at  40,000-circulation  AM, 
on  the  Gulf  Coast,  one  tor  a  reporter, 
another  for  a  copy  editor.  Reporter  will 
cover  growing  beach/resort  community, 
writing  news,  features  and  enterprise. 
Copy  editor  will  manage  wires,  design 
pages  on  QuarkXPress.  We  offer  excellent 
benefits,  progressive  newsroom,  great 
place  to  live  and  play.  Apply  with  letter, 
resume,  work  samples  to  Editor,  North¬ 
west  Florida  Daily  News,  RO.  Box  2949, 
Fort  Walton  Beach,  FL  32549. 


MANAGING  EDITOR 

The  Berkeley  Daily  Planet  (CA),  a  six- 
day  hard  news  community  daily  news¬ 
paper  (9,800  circulation  and  growing) 
seeks  experienced  hands-on  Managing 
Editor  for  small  and  growing  staff. 
Extremely  fast-paced  newsroom  (8-10 
stories/week/reporter).  Must  be  able  to 
lead  reporters  by  example,  be  driven, 
have  daily  experience,  have  QuarkXPress 
and  Photoshop  skills  (Baseview  a  plus). 
Competitive  salary  +  stock  options.  Fan¬ 
tastic  opportunity  for  hungry  leader  to 
build  exciting  newspaper.  E-mail 
resume,  clips,  and  salary  requirements: 
hr@berkeleydailyplanet.com 
Or  fax  510-841-5695 


EDITORIAL 


HEALTH  EDITOR  for  CNN.com/health. 
Responsible  for  story  section,  assign¬ 
ment,  coordinate  coverage.  Requires  4 
years  journalism  experience  with  at  least 
2  in  daily  newsroom.  Exper’ence  cover¬ 
ing  health  issues  strongly  preterred. 
Please  submit  resume  to: 

david.hafernik@cnn.com 


COPY  EDITOR 

Strong  language  and  page  design  skills 
required.  Experience  with  QuarkXPress 
program  helpful.  Send  resume  and  page 
layout  samples  to  Glenn  Gilbert,  execu¬ 
tive  editor.  The  News-Herald,  7085 
Mentor  Avenue,  Willoughby,  OH  44094. 


NEWSPAPER  REPORTER 
Full-time  reporter  needed  for  the 
Charlevoix  Courier,  a  weekly  newspaper 
in  Northern  Michigan.  Position  includes 
general  assignment  reporting,  hard  news 
and  feature  stories.  Ability  to  cover  sports 
is  a  plus.  Basic  camera  skills  needed, 
writing  experience  required.  Position  is 
year-round,  and  hourly  wage  is -negotia¬ 
ble.  Send  resume  and  writing  clips  to: 
Jeremy  McBain,  Charlevoix  Courier 
RO.  Box  117,  Charlevoix,  Ml  49720 
Application  deadline:  June  16, 2000 


NEWS  EDITOR 

30,000  circulation  daily  outside  DC 
needs  tough  editor  and  teacher.  Must 
have  3-5  daily  years.  Pagination  a  must. 
Write  Jim  Farrell,  The  Prince  George’s 
Journal,  9410  Annapolis  Road,  Lanham, 
MD  20706  or  Fax  (301)  731-8363. 
E-mail:  jfarrell@jrnl.com 


EDITORIAL 


EDITORIAL 


Ft.  Lauderdale 

experienced  and 

dynamic  editor  to  manage  its  news 
and  entertainment  weekly  in  Ft.  Lauderdale. 

This  position  requires  a  solid  background 
in  news  and  superior  management  ability. 

The  managing  editor  works  directly  with 
writers  to  help  shape  local  news  coverage 
and  to  edit  magazine-length  feature  stories. 

The  managing  editor  also  supervises  the 
day-to-day  operations  of  the  editorial 
department.  Fine  writing  and  editing 
skills  are  a  must;  the  interview  process 
includes  a  test. 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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MANAGING  EDITOR 

Share  the  vision.  Leading  entertainment 
business  newsweekly  needs  Managing 
Editor  who  can  help  take  the  publication 
to  a  new  level.  Candidates  should  have 
strong  journalism  background,  manage¬ 
ment  experience  (newspaper  or  maga¬ 
zine  preferred),  good  interpersonal  skills 
and  a  zest  for  issues  and  trend  stories. 
Business  background  helpful.  Great 
challenge  —  but  opportunity  as  well  —  in 
an  industry  that  knows  no  bounds.  Send 
cover  letter,  resume  and  salary  history  to: 

Box 01250,  Editors  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


MANAGING  EDITOR 

Award  winning  and  nationally  recognized 
PM  daily  seeks  a  managing  editor  to 
lead  a  twelve  person  news  room  in  pro¬ 
ducing  a  quality  news  product. 

Candidate  must  be  able  to  inspire  and 
motivate,  work  as  part  of  a  team,  and 
focus  all  efforts  on  producing  the  best 
possible  source  for  local  news,  informa¬ 
tion  and  happenings  in  a  two  county 
market.  A  good  understanding  of  page 
layout  and  design  through  the  use  of 
QuarkXPress  is  absolutely  essential. 

If  you  are  ready  to  move  up  or  if  you  are 
ready  to  leave  the  big  city  for  the 
opportunities  that  are  waiting  in  a  small 
town  market  we  want  to  talk  with  you. 

We  are  located  near  the  Virginia  state 
line  on  1-95,  only  an  hour  and  a  half 
from  Richmond,  Raleigh  or  Virginia 
Beach.  To  apply,  send  your  resume  to: 

Ronnie  Bell,  Daily  &  Sunday  Herald 
RO.  Box  520,  Roanoke  Rapids,  NC  27870 
Or  fax  it  to  (252)  537-2314 
Please  be  sure  to  send  a  cover  letter 
explaining  your  current  situation 
and  the  reason  for  your  interest 


METRO  EDITOR 

FLORIDA  TODAY,  a  Gannett  newspaper 
on  the  Space  Coast  seeks  an  experi¬ 
enced  editor  to  lead  the  local  news 
operation  and  be  a  leader  on  the 
newsroom  management  team.  Enterprise 
development,  creativity,  staff  building 
are  keys.  E-mail  cover  letter,  resume  and 
salary  requirements  to: 
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METRO  EDITOR 

If  you  love  working  with  reporters  and 
would  like  to  do  so  at  an  award-winning, 
growing  newspaper  with  ocean  views,  con¬ 
sider  a  career  at  the  Cape  Cod  Times. 

We're  a  medium-sized  daily  in  search  of 
a  metro  editor  to  supervise  staff  of  16 
reporters  and  two  assistant  editors.  The 
person  we  hire  will  be  able  to  pass  on 
their  own  enthusiasm  for  telling  good 
stories  in  a  way  that  motivates  and 
inspires  a  varied  staff  of  reporters,  from 
rookies  to  veterans.  The  metro  editor 
should  be  a  believer  in  front-end  editing. 
He  or  she  should  want  to  be  involved 
from  early  brainstorming  sessions 
through  to  suggestions  on  info-graphics 
and  photographs. 

The  Metro  Editor’s  goal  should  be  more 
than  seeing  to  it  that  the  day’s  news  is 
covered:  It  should  be  to  raise  the  quality 
of  story-telling  and  to  make  the  paper 
relevant  to  readers  each  day. 

We  are  located  on  one  of  the  East 
Coast’s  premier  vacation  destinations, 
rich  in  history  and  home  to  many  artist, 
CEOs,  authors,  naturalists  and  celeb¬ 
rities.  We’re  60  miles  from  Boston  and  a 
short  boat  ride  to  Martha’s  Vineyard  or 
Nantucket.  Our  year-round  population  of 
225,000  swells  to  more  than  500,000 
in  the  summer.  Many  of  our  staffers  have 
made  the  move  here  for  a  superior  qual¬ 
ity  of  life. 

Send  letter,  resume,  salary  history,  work 
samples  and  copy  of  current  newspaper 

tO: 

Alicia  Blaisdell-Bannon 

Managing  Editor/Content 
The  Cape  Cod  Times 
319  Main  Street,  Hyannis,  MA  02601 


PHOTOGRAPHER 

Our  top-flight  photographer  has  an 
opportunity  he  can’t  refuse  and  we’re 
looking  for  an  eager,  talented  pro¬ 
fessional  to  follow  in  his  footsteps.  Our 
newspaper  is  small,  but  we  offer  a  com¬ 
petitive  salary,  great  benefits  the  newest 
equipment  to  work  with  and  our  new 
press  should  make  reproduction  even 
better.  Send  resume  and  samples  tO: 

Karla  DeLuca,  Managing  Editor 
Marshall  News  Messenger 
RO.  Box  730,  Marshall,  TX  75761 
No  phone  calls  please 
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MUSIC  EDITORS 

New  Times  is  searching  for  music  editors 
at  its  award-winning  weekly  newspapers  in 
Miami  and  San  Francisco.  Positions  entail 
planning  and  editing  a  weekly  music  sec¬ 
tion,  writing  feature  stories  and  a  weekly  col¬ 
umn,  and  hiring  freelance  reviewers. 
Qualified  candidates  will  have  strong  writ¬ 
ing  and  organizational  skills  as  well  as  a 
passion  for— and  critical  eye  toward— DJ/ 
dance  and  hip-hop.  Send  cover  letter, 
resume  and  five  clips  tO: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times,  Inc. 

RO.  Box  5970,  Denver,  CO  80217 
andy.vandevoorde@westword.com 


NEWS  EDITOR 

The  Binghamton,  NY,  Press  &  Sun- 
Bulletin,  a  62,000  daily/79,000  Sunday 
Gannett  daily,  is  seeking  an  experienced 
newsroom  manager  to  supervise  the 
News  Desk,  ensure  quality  editing  and 
page  presentation,  and  oversee  the 
newsroom  at  night.  Ideal  candidate  is  a 
well-organized,  energetic  and  inspira¬ 
tional  editor  with  strong  editing  and  peo¬ 
ple  skills  who  puts  readers  and  their 
interests  first.  Send  resume  and  six  sam¬ 
ples  of  your  best  work  to: 

Gary  Graham,  Managing  Editor 
Press  &  Sun-Bulletin 
RO.  Box  1270 

Binghamton,  NY  13902-1270 
We  value  diversity 


NEWS  GRAPHIC  ARTIST/A-1  DESIGNER 
We’re  looking  for  a  multi-talented  artist 
who  can  spend  part  of  the  day  designing 
Page  A1  and  creating  A1  graphics  and  the 
rest  developing  excellent  graphics  and  cen¬ 
terpiece  packages  for  advance  projects. 
Must  be  able  to  work  well  with  reporters 
and  editors  and  be  able  to  suggest  and 
produce  good  solutions  to  a  variety  of 
graphic  and  design  problems.  Minimum 
qualifications:  skills  using  Photoshop, 
(QuarkXPress  and  either  Illustrator  or 
Freenand;  BA  degree  and/or  experience  to 
three  years  on  a  daily  newspaper.  Send 
resume,  references,  portfolio  material  to 
Carolita  Feiring,  Art  Director,  The  Press- 
Enterprise,  Box  792,  Riverside,  CA  92502. 


OP-ED  EDITOR 

The  Times-Picayune  in  New  Orleans  seeks 
an  op-ed  editor  to  join  our  editorial  team. 
The  job  requires  someone  with  strong 
organizational  and  conceptual  skills  who  is 
able  to  generate  ideas  and  follow  through 
on  them  independently.  Candidates  must 
have  newspaper  experience  with  solid  writ¬ 
ing,  editing  and  presentation  skills.  A 
broad  knowledge  of  politics,  history  and 
current  events  is  also  essential.  Send 
resumes  and  clips  to: 

Lynn  Cunningham 
Assistant  to  the  Editor 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  70140 
An  equal  opportunity  employer  M/F 
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NEWSROOM  SYSTEMS  EDITOR 
The  Miami  Herald  seeks  a  Newsroom 
Systems  Editor  to  manage  PCs,  includ¬ 
ing  Reporter  laptops.  This  position  also 
shares  responsibility  for  managing  the 
Sll  editorial  system  and  supporting  the 
Sll  pagination  system.  It  is  one  of  three 
Newsroom  systems  positions  and  reports 
to  the  Director  of  Newsroom  Technology. 
The  Herald  is  part  of  Knight  Ridder,  Inc., 
a  Fortune  500  communication  company. 
Full-time  benefits  include  medical  and 
dental  coverage;  domestic  partner  bene¬ 
fits;  pension,  401(k),  stock  purchase; 
and  child  and  elder  care  referral. 

Contact  Mike  Kinerk 
Director  of  Newsroom  Technology 
(305)376-3677 
mkinerk@herald.com 
The  Herald  is  committed  to  workforce 
diversity  in  an  effort  to  serve  the  com¬ 
munity  in  which  we  live.  We  welcome 
resumes  from  all  individuals. 

Smoke-free/drug-free  environment/ 
Equal  Opportunity  Employer 


POLITICAL  WRITER 

The  Waterloo  Courier,  a  50,000  PM 
daily  in  Northeast  Iowa,  is  seeking  a 
political  reporter  to  cover  the  state 
Legislature  during  its  session  in  Des 
Moines,  report  from  Waterloo  the  rest  of 
the  year  and  do  a  Sunday  column.  We 
want  savvy  that  gets  beyond  sound 
bites.  The  Courier  has  won  Iowa  and 
national  general  excellence  awards. 
Send  resume,  clips  to: 

Saul  Shapiro,  editor,  Waterloo  Courier 
RO.  Box  540,  Waterloo,  lA  50704 


READY  TO  BE  AN  EDITOR? 

We  are  looking  for  a  talented  reporter 
ready  to  move  into  our  editor’s  slot  open¬ 
ing  due  to  retirement.  Must  have  high- 
energy,  good  people  skills  and  love  to 
write.  Daily  publication  part  of 
aggressive,  expanding,  privately  held 
newspaper  group  in  Ohio.  Competitive 
salary,  benefit  package,  401(k)  and 
other  incentives.  Send  resume  to: 

Arnold  A.  DeLuca,  Ph.D. 

RO.  Box  173,  Wheaton,  IL  60189 


REPORTER:  The  Town  Talk  in  Alex¬ 
andria,  Louisiana  seeks  a  talented 
reporter  with  1-3  years  experience. 
Degree  in  Journalism  or  English  required. 
Full-time;  40  hours  per  week.  May  in¬ 
clude  evenings  and  weekends.  Please 
send  resume  and  work  samples  to: 

Joy  Williford,  The  Town  Talk 
RO,  Box  7558,  Alexandria,  LA  71306 
Or  e-mail  to  personnel@thetowntalk.com 


REPORTER:  Good  little  daily  in  the 
Sierra  Foothills  seeks  general  assignment 
reporter  to  aggressively  cover  fascinat¬ 
ing  people  and  local  news.  Send  resume, 
clips  to: 

Judy  Brill,  city  editor.  The  Union 
1 1464  Sutton  Way,  Grass  Valley,  CA  95945 
E-mail:  judyb@theunion.com 

www.editorandpublisher.com 


kbowden@brevard, gannett.com 
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VISUALS 


E  Managing  Editor  for  Visuals.  A  manager  to  supervise  the  photography,  art,  and 
f:  design  staffs  of  The  Providence  Journal.  The  individual  will  be  responsible  for  the  vis- 
l  ual  content  and  the  overall  design  and  layout  of  the  newspaper.  The  ability  to  work 
E  well  with  other  editors  in  an  aggressive  news  environment  is  a  must.  Among  the 
jl  challenges  facing  the  individual  is  the  ability  to  lead  an  established,  excellent  staff, 
the  skills  to  combine  newspaper  demands  with  the  innovations  of  the  Web  and  the 


managerial  talent  to  get  things  done  on  time  and  within  budget.  The  individual 


I  must  have  newspaper  and  visual  experience, 
i!  Candidates  should  submit  a  resume  with  salary  history  to: 

I 

i  Thomas  McDonough,  Human  Resources  Manager 
I  The  Providence  Journal  Company 
I  75  Fountain  Street,  Providence,  Rl  02902 
An  Equal  Opportunity  Employer 
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REPORTER:  Street  &  Smith’s  SportsBusi- 
ness  Journal,  a  national  sports  business 
trade  magazine,  needs  reporter  to  cover 
sports  stadiums  and  arenas  from  concep¬ 
tion  and  financing  through  construction, 
opening  and  management.  Position  is  in 
Charlotte,  NC.  Resume  and  clips  to: 

Editor  John  Genzale 
Street  &  Smith's  SportsBusines  Journal 
120  W.  Morehead  Street,  Suite  310 
Charlotte,  NC  28202 

(704)973-1422  jgenzale@amcity.com 


REPORTER 

Investigative/community  reporter  \Nith 
strong  writing  skills  needed  for  growing 
newsweekly.  Want  more  time  to  tell  a 
story  than  your  daily  grind  allows?  Want  to 
have  an  impact?  The  living  is  easy  here, 
but  it’s  time  to  shake  it  up.  Send  cover  let¬ 
ter,  clips,  resume  to: 

Christine  Born 

Pensacola’s  Independent  Newsweekly 
RO.  Box  1463,  Gulf  Breeze,  FL  32562 
No  phone  calls.  E-mail  or  faxes,  please 


REPORTERS 

Disaster  News  Network,  seeking  freelance 
reporter/photographers  for  daily  assign¬ 
ments.  Wire/daily  experience  required; 
international  is  plus.  Must  be  available 
on  short  notice.  Resumes  and  clips: 
reporters@d  isasternews.  net 
Or  Fax  (443)  755-9995 


REPORTERS 

We’re  looking  for  a  few  good  reporters. 
Two  years  experience  preferred,  but  pro¬ 
mising  J-School  grads  considered.  Readi¬ 
ness  is  all.  We  want  a  City  Hall  reporter, 
who  knows  a  city  is  more  than  meeting 
votes.  We  are  a  mid-sized  community 
paper  that  needs  an  all-around  reporter 
who  finds  life  in  towns,  big  and  small.  We 
require  professionalism.  In  return,  we  offer 
a  paper  where  growth-  oriented  reporters 
win  state  and  national  awards,  in  a 
Southern  California  region  close  to  moun¬ 
tains  and  desert  attractions,  an  hour  from 
beaches  and  Los  Angeles.  Competitive 
salaries.  Great  benefits  at  Los  Angeles  Coun¬ 
ty’s  last  independent  family  daily.  Please 
send  your  resume  &  clips  to: 

Kelly  Hutson,  Human  Resources  Antelope 
Valley  Press 

RO.  Box  4050,  Ralmdale  CA,  93590- 
4050 


RERORTER 

The  Daytona  Beach  News-Journal  seeks 
an  experienced,  enterprise  reporter  to  fill 
a  senior  writing  position.  The  right  can¬ 
didate  will  be  an  energetic  digger  who 
can  handle  limited  beat  responsibilities 
while  producing  Sunday  centerpieces. 
We  want  a  master  story-teller  dedicated 
to  writing  compelling  news  features  that 
inform,  entertain  and  make  a  difference 
in  the  communities  we  serve.  Please 
send  cover  letter,  resume  and  writing 
samples  to  Mike  Czeczot,  managing 
editor.  News- Journal,  RO.  Box  2831, 
Daytona  Beach,  FL  32 120-2831. 

E- ma i  I :  M i  ke . Czeczot@ ne ws- 1 rn  I . com 
www.editorandpublisher.com 
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RERORTER 

The  Vindicator,  an  award-winning  daily 
newspaper  in  northeastern  Ohio,  is  look¬ 
ing  for  experienced  journalists  with  a 
desire  for  self-improvement  to  tackle  the 
highly  energized  news  environment  of 
the  Mahoning  Valley.  If  you’ve  got  solid 
reporting  and  writing  skills,  send  cover 
letter,  resume  and  clips  to: 

Anthony  G.  Raglia,  Senior  Regional  Editor 
The  Vindicator 
RO.  Box  780 

Youngstown,  OH  44501-0780 
No  phone  calls,  please 


RERORTER 

The  business  beat  in  Las  Vegas  is  more 
than  writing  about  casinos.  It’s  covering 
the  political  economic,  social  and  cul¬ 
tural  domination  of  a  major  metropolitan 
area  by  a  single  industry.  We  don’t  pro¬ 
mote  business,  we  cover  it.  The  industry 
is  very  self-confident,  so  applicants 
should  be  too.  We’ll  let  you  write.  Send 
letter,  resume  and  clips  to: 

Jeff  Burbank,  managing  editor 
Las  Vegas  Business  Press 
3335  Wynn  Rd.,  Las  Vegas,  NV  89102 


SEEKING  REPORTER  to  cover  diversity 
issues  for  100,000-circulation  daily  in 
Pennsylvania’s  capital.  The  job  requires 
coverage  not  only  of  minority  affairs,  but 
also  issues  related  to  poverty,  disability, 
and  discrimination.  The  ideal  candidate  will 
have  three  or  more  years  of  experience  at 
a  daily  newspaper  and  will  be  skilled  at 
both  reporting  a  solid  story  on  deadline 
and  writing  in-depth  stories  that  are  com¬ 
pelling  and  illuminating.  Submit  resume, 
cover  letter  and  writing  samples  tO: 

Bob  Heisse,  City  Editor,  The  Patriot-News 
RO.  Box  2265,  Harrisburg,  PA  17105 


SENIOR  EDITOR 

Hanley-Wood,  LLC  an  award-winning 
publisher  has  an  immediate  need  for  a 
Senior  Editor  for  ProSales.  We  want  a 
top-notch  reporter/writer  to  cover  the 
business  of  construction  supply.  You  can 
expect  to  write  both  feature  length 
assignments  and  shorter  stories.  We 
offer  competitive  salary,  great  benefits 
and  the  opportunity  for  growth.  Send 
resume  to  Attn:  SE/WAL: 

jobl4@hanley-wood.com 
Or  Fax:  (202)785-1974 


SMALL  BUSINESS  COLUMNIST 
bCentral,  the  small  business  portal  of 
Microsoft,  wants  a  columnist  to  be  its 
voice  and  personality.  We  want  a  person 
who  keeps  abreast  of  small  business 
news;  suggest  strategies  and  act  as  an 
advocate  for  small  business  on  a  weekly 
basis.  Candidates  must  have  written 
about  small  biz  in  the  past  and  know 
how  to  write  task-oriented  articles  as 
well  as  news-focused  pieces.  Candidates 
should  send  3  writing  samples,  resume 
and  cover  letter  that  outlines  how  you’d 
write  the  column  to: 

Eddie  Yandle,  Editor-in-Chief 
Microsoft  bCentral,  One  Microsoft  Way 
Redmond,  WA  98052 
E-mail:  edyandle@microsoft.com 
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SPACE  AND  AERONAUTICS  EDITOR 
CNN.com  seeks  an  online  editor  for  its 
space  and  aeronautics  content.  Editor 
will  plan  and  coordinate  coverage  with 
on-air  networks,  assign  and  edit  articles, 
dev  '  p  multimedia  elements,  react  to 
breaking  news.  Must  have  a  passion  for 
space-related  news.  Requires  at  least 
four  years  journalism  experience,  with 
two  years  in  a  daily  newsroom.  Editing 
experience,  plus  covering  the  space 
industry,  preferred.  To  apply,  forward 
resume  to  david.hafernik@cnn.com 


SPORTS  EDITOR,  22,000  AM  daily  in 
PA  college  town.  Two  years  experience 
writing,  editing,  laying  out  sports.  Send 
resume,  clips  to: 

Jim  Sachetti,  Editor 
Press  Enterprise 
3185  Lackawanna  Avenue 
Bloomsburg,  PA  17815 


TEXAS  LAWYER,  a  weekly  newspaper, 
seeks  experienced  reporters  in  its  Austin 
and  Houston  offices.  Resume  and  clips  to: 
Texas  Lawyer,  Colleen  McGushin 
900  Jackson  Street,  Suite  500 
Dallas,  TX  75202 
Fax:  (214)  741-2325 
E-mail:  cmcgushin@amlaw.com 
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SPORTS  COPY  EDITOR 
Copy  Editor,  ready  to  move  into  five  desk 
shifts  per  week,  sought  for  award-winning 
32,000  AM  sports  section.  QuarkXPress 
and  Mac  experience  a  plus,  but  not  man¬ 
datory.  This  McClatchy-owned  newspaper, 
with  a  Sunday  sports  section  rated  one  of 
the  10  best  in  the  nation  by  APSE,  is  a 
football’s  throw  from  Charlotte.  We’re  look¬ 
ing  for  a  team  player  to  help  us  package 
our  coverage  of  the  Carolina  Panthers, 
Hornets,  the  ACC,  SEC  and  Big  South  con¬ 
ferences,  high  schools,  auto  racing  and 
more.  Send  resume,  work  samples  and  a 
cover  letter  to: 

Gary  McCann,  sports  editor.  The  Herald 
RO.  Box  11707,  Rock  Hill,  SC  29731 
EOE 


TECH  EDITOR 

To  lead  six  writers  in  one  of  the  nation’s 
hottest  tech  cities.  Home  to  Dell, 
Samsung,  Motorola,  IBM,  AMD  and  dot 
corns  galore.  Business  reporting  and 
management  experience  preferred.  Tech 
experience  a  plus.  Ability  to  work  col- 
laboratively  and  under  pressure  a  must. 
Contact  Becky  Bisbee,  Business  editor, 
Austin  American-Statesman: 

bbisbee@statesman.com 


EDITORIAL 


THE  ASIAIV  WALL  STREET  JOLRAAL 

The  Asian  Wall  Street  Journal,  a  Dow  Jones  publication, 
seeks  candidates  for  the  following  positions: 

^  PAGE  ONE  EDITOR:  HONG  KONG  4 

This  is  a  job  for  an  experienced  journalist  who  can  edit  and  direct  spot  business  and 
financial  coverage,  while  also  developing  big-impact,  ambitious  Wall  Street  Journal- 
style  features.  We’re  seeking  editors  who  know  how  to  encourage,  coach  and 
hopefully  inspire  the  reporters  they  work  with,  who  have  the  patience  and  rewrite 
talents  to  deal  with  stories  sometimes  written  by  non-native  English  speakers,  and 
who  know  how  to  add  depth  and  context  to  stories  while  making  them  accessible  to 
a  broad  audience.  Strong  rewrite  skills  are  essential.  Experience  reporting  or  editing 
in  Asia  is  desirable,  though  not  a  prerequisite. 

^  DEPUTY  NEWS  EDITOR:  HONG  KONG  ^ 

This  is  a  senior  editing  position  with  a  high  degree  of  responsibility  and  authority: 
whoever  sits  in  this  job  ends  up  shaping  Page  One  of  tomorrow’s  Asian  Journal. 
We’re  seeking  an  ambitious,  top-notch  business  and  finance  editor,  a  news  junkie 
who  knows  what’s  important  and  what’s  not,  who  is  fastidious,  organized  and  calm 
in  the  face  of  chaos.  The  right  candidate  will  work  alongside  the  news  editor  to 
oversee  a  team  of  five  senior  desk  editors  who  monitor  the  news  and  lay  out  the 
paper.  Knowledge  of  pagination  is  preferable,  as  is  experience  in  Asia. 

4  COPY  EDITOR:  HONG  KONG  ^ 

An  experienced  copy  editor  is  needed  to  join  the  select  team  of  desk  editors  in  Hong 
Kong  who  lay  out  the  paper  every  day.  We’re  seeking  an  aggressive  journalist  who 
knows  business  and  finance,  has  excellent  news  judgment  and  who’s  comfortable 
juggling  a  variety  of  tasks.  Responsibilities  include  monitoring  the  wires  and  select¬ 
ing  stories  for  publication,  editing  news  summaries  for  Page  One,  page  layout  and 
overseeing  production.  Knowledge  of  pagination  is  preferred,  as  is  experience  in 
Asia. 

#  REPORTERS:  SEOUL,  BANGKOK,  TAIPEI  4 

Reporters  fluent  in  Korean,  Thai  or  Mandarin  Chinese  are  needed  for  our  news 
bureaus  in  Seoul,  Bangkok  and  Taipei.  Candidates  should  be  experienced  English- 
language  business  and  finance  reporters.  We’re  looking  for  entrepreneurial 
journalists  with  a  flair  for  feature  writing  and  a  proven  ability  to  write  clean, 
accurate,  and  analytical  business  news  stories  that  dig  beneath  the  surface.  Having 
a  good  feel  for  what’s  happening  in  these  countries  is  critical;  so  is  knowing  how  to 
convey  that  news  to  a  broad  audience. 

Please  send  resumes  and  clips  to  the  attention  of: 


’  Peter  Stein,  Managing  Editor 
The  Asian  Wall  Street  Journal 
G.P.O.  Box  9825,  Hong  Kong 

Fax:  011  (852)  2834-5291  Email:  peter.stein(gawsj.com 
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EDITORIAL 


SENIOR  ASSISTANT  EUROPEAN 
DESK  EDITOR 

Stars  and  Stripes,  a  40,000-circulation 
daily  that  serves  the  U.S.  military  com¬ 
munity  in  Europe,  is  searching  for  an 
individual  with  strong  management  and 
leadership  skills  for  its  editing  team  in 
Darmstadt,  Germany.  The  person  selected 
will  assist  the  European  Desk  Editor  (city 
editor)  with  supervision  of  our  staff  of 
Reporter/Photographers  based  through¬ 
out  Europe.  The  position  requires  a 
Bachelor's  degree,  or  three  years  com¬ 
parable  work  experience,  and  a  minimum 
of  five  years  of  experience  at  a  daily 
newspaper  and  supervisory  experience  at 
the  level  of  assistant  city  editor  or  above. 
The  job  is  a  renewable  three-year  appoint¬ 
ment  accompanied  by  an  attractive  com¬ 
pensation  package.  Our  compensation 
package,  which  approximates  $70,000, 
includes  a  competitive  salary  of  $42,000 
to  $46,000,  dependent  on  experience.  A 
housing  allowance;  health/life  insurance, 
retirement  and  401(k)  benefit  programs; 
moving  expenses  to  include  shipment  of 
one  automobile;  use  of  military  post 
exchange  and  commissary  facilities  to 
include  full  logistical  support;  and  travel 
from  and  to  the  United  States. 

Applicants  should  submit  a  resume  with 
references,  story  clips,  and  other  perti¬ 
nent  material  to: 

European  Stars  and  Stripes 
NAF  Personnel 
Unit  29480,  APOAE  09211 
Or  E-mail;  jobs@mail.estripes.osd.mil 
Please  refer  to  announcement  #  NAF-SS- 
99-64.  If  you  applied  for  this  position  in 
February,  you  do  not  need  to  reapply. 
Stars  and  Stripes  is  a  First  Amendment 
newspaper  owned  by  the  Department  of 
Defense  but  operates  as  an  independent 
daily  newspaper  free  of  command 
influence. 


THE  CITRUS  COUNTY  CHRONICLE,  in 
Crystal  City,  Florida,  is  seeking  experi¬ 
enced  page  designers  to  join  its  nine- 
person  copy  desk.  The  applicant  must 
be  proficient  in  QuarkXPress,  have  a 
working  knowledge  of  Associated  Press 
style.  Salary  dependent  on  experience. 
Send  resume  and  five  work  samples  to: 

Managing  Editor  Jim  Nichols 
1624  N.  Meadowcrest  Boulevard 
Crystal  River,  FL  34429 
Or  E-mail  to:  nativehoosier@yahoo.com 


EDITORIAL 


SUNDAY  EDITOR 

Rapidly  growing,  ambitious  Northwest 
Arkansas  based  newspaper  group  needs 
your  extensive  managerial,  editorial,  and  vis¬ 
ionary  experience.  Community  Publishers, 
Inc.,  out  of  Bentonville,  AR  currently  has 
two  dailies  and  eleven  weeklies  in  our  sta¬ 
ble  and  we  need  a  Sunday  editor  to 
organize  and  prioritize  our  Benton  County 
Sunday  edition.  The  Sunday  Editor  will 
work  with  other  Managing  Editors  to 
prioritize,  assign,  and  track  Sunday 
packages  to  completion.  Circulation  is  cur¬ 
rently  17,000-1-  with  unlimited  growth 
possibilities.  Benton  County  boasts  great 
schools,  a  robust  economy,  and  plentiful 
recreational  opportunities  for  the  cultural 
buff  and  nature  lover  alike.  Above  average 
wages,  health/dental,  a  401(k)  and  profit 
sharing.  Send  a  cover  letter  and  resume 
to  Lori  Farley: 

Community  Publishers,  Inc. 

RO.  Box  1049,  Bentonville,  AR  72712 

Fax  same  to  (501)27 1-3788 
Or  email  them  to  lorif@nwanews.com 

TECH  REPORTER 

Investor’s  Business  Daily,  the  nation’s 
fastest-growing  newspaper  (over 
300,000  circulation)  seeks  a  reporter  to 
cover  tech  companies.  Newspaper  report¬ 
ing  experience  required.  A  business/tech 
reporting  background  is  a  plus.  Preferred 
location  is  the  Silicon  Valley  bureau.  Will 
consider  Los  Angeles,  Seattle,  San  Diego, 
New  York  or  Washington  DC  for  experi¬ 
enced  applicants.  We  offer  competitive 
salaries,  benefits  and  room  to  grow.  Send 
resume  and  writing  samples  to: 

Bureau  Chief  Michael  Krey 
1270  0akmead  Parkway,  Suite  215 
Sunnyvale,  CA  94086 
Or  E-mail  to  mike, krey@investors.com 


TECHNOLOGY  EDITOR 
The  Technology  Editor  is  in  charge  of 
CNN.com/Tech.  Involves  story  selection 
and  assignments;  coordinating  coverage 
with  on-air  newsgathering  as  well  as 
internal  and  freelance  staff;  managing 
staff;  planning  for  special  projects  and 
much  more.  Requires  strong  organiza¬ 
tional  skills,  four  years  journalism  expe¬ 
rience,  with  two  years  in  a  daily 
newsroom.  Editing  experience  as  well  as 
covering  Technology  strongly  preferred. 
To  apply,  forward  resume  to: 

david.hafernik@cnn.com 


EDITORIAL 


THE  CENTRAL  PENN  BUSINESS  JOURNAL 
seeks  a  technology  reporter.  This  is  a  new 
position  at  our  growing  newspaper,  named 
the  top  business  weekly  in  the  nation  last 
year.  We  also  have  a  daily  Internet  news 
service.  The  successful  candidate  has  clips 
that  demonstrate  enterprise,  talent  and 
ability  to  ask  tough  questions.  Our  pay 
tops  that  of  many  dailies.  Send  resume,  6- 
10  clips  to  Editor  Elizabeth  Cummings; 
Central  Penn  Business  Journal 
409  S.  Second  Street,  Suite  3D 
Harrisburg,  PA  17104 


THE  NORTHERN  VIRGINIA  DAILY 
the  most  honored  small  daily  newspaper 
in  Virginia,  has  an  opening  for  a  page 
designer.  The  6-day-a-week  newspaper, 
located  in  the  beautiful  Shenandoah 
Valley,  offers  a  creative,  team-oriented 
environment. 

Using  QuarkXPress,  designers  create 
layouts  for  local,  state,  national,  interna¬ 
tional  and  business  pages,  and  write 
headlines  and  cutlines.  Flexibility, 
creativity  and  being  a  team  player  are 
the  main  requirements  for  this  job. 
Resumes,  cover  letters,  and  any  exam¬ 
ples  of  work  should  be  mailed  to: 

Bob  Wooten,  Managing  Editor 
RO.  Box  69,  Strasburg,  VA  22657 
Or  E-mailed  to  nvd@shentel.net 


THE  SACRAMENTO  BEE 
We’re  looking  for  Metro  editors  and 
reporters  to  cover  our  growing  region  in 
Northern  California.  The  Sacramento 
Bee  was  recently  selected  by  E&P  as  one 
of  10  papers  that  do  it  right  and  offers  a 
commitment  to  journalism  in  a  major 
market  that  is  also  an  affordable  place  to 
live.  Daily  circulation  is  295,000;  Sun¬ 
day  350,000. 

NIGHT  CITY  EDITOR 

Run  the  metro  operation  at  night,  make 
decisions  about  breaking  local  and  state 
news,  coordinate  efforts  with  the  news 
and  copy  desks  and  supervise  metro 
reporters  and  two  assistant  metro 
editors.  Must  have  strong  editing  skills, 
love  breaking  news  and  know  how  to 
direct  reporters. 

ASSISTANT  CITY  EDITOR 
Work  directly  with  reporters  to  cover 
breaking  news,  beat  stories  and 
enterprise  pieces.  This  position  calls  for 
an  editor  who  can  guide  reporters  in 
developing  their  stories  and  story 
packages  and  who  enjoys  editing  one- 
on-one  to  enable  writers  to  say  the  most 
with  their  copy.  An  ACE  works  closely 
with  the  other  metro  desk  editors  as  well 
as  the  news  and  copy  desks  and  graph¬ 
ics  departments. 

REPORTER 

Create  a  new  national  consumer  beat  for 
us,  with  opportunities  to  write  news, 
investigative  pieces,  news  features  while 
covering  everything  from  national  issues 
to  Internet  fraud  to  local  crime. 

Please  send  resume  and  clips  to: 

Scott  Lebar 
AM  E/Metro 
The  Sacramento  Bee 
RO.  Box  15779 
Sacramento,  CA  95852 


EDITORIAl. 


COPY  EDITOR 


Adweek  seeks  a  talented,  versatile 
copy  editor  to  work  on  IQ  News  and 
Marketing  Computers.  Will  edit  news 
and  feature  copy  for  style,  grammar 
and  punctuation,  copyfit,  traffic 
pages  and  proofread.  Requires  good 
organizational  skills,  keen  eye  for 
detail,  and  ability  to  multi-task  and 
cope  with  multiple  deadlines.  Prefer 
at  least  two  years  related  experience; 
knowledge  of  AP  style  and  QPS  a 
plus.  Great  opportunity  to  join  grow¬ 
ing,  successful  publications  with  fast- 
paced,  fun  environment. 

E-mail  resume  with  salary  require¬ 
ments  tO: 

svancamp@adweek.com 
fax  to  212-536-1416 
Or  mail  to: 


Scott  Van  Camp,  Managing  Editor 
Adweek  IQ,  1515  Broadway 
12th  floor.  New  York,  NY  10036 


The  St.  Louis  Post-Dispatch,  the  flagship 
of  Pulitzer,  Inc.,  the  flagship  of  Pulitzer, 
Inc.  with  circulation  of  500,000,  seeks 
a  Washington  bureau  reporter  and  a 
medical  writer. 

WASHINGTON  BUREAU  REPORTER 
to  cover  issues  of  particular  interest  to 
readers  in  the  St.  Louis  area.  This 
reporter  will  cover  urban  affairs  and 
race,  as  well  as  provide  some  coverage 
of  politics.  Applicants  should  be  superior 
writers  and  self-starters  who  can 
research,  report  and  craft  stories  that 
keep  our  readers  abreast  of  local, 
national  and  international  topics  relevant 
to  our  region.  Foremost,  we  want  a 
reporter  who  can  explain  how  the  news 
from  Washington  relates  to  our  readers. 
Applicants  should  have  five  years’  con¬ 
tinuous  reporting  experience  at  a  daily 
newspaper  and  a  college  degree. 

MEDICAL  WRITER 

to  join  our  Science  Team  and  cover 
medical  issues.  We  want  an  aggressive 
reporter  with  a  strong  background  in  cov¬ 
ering  medicine  and  medical  research. 
We  want  someone  who  understands  the 
complexities  of  the  health-care  beat,  but 
whose  work  is  clear,  compassionate  and 
compelling.  We  want  someone  with 
incredible  passion  matched  by  an  ability 
to  dig  for  difficult  stories.  Most  impor¬ 
tantly,  we  want  someone  who  is 
creative,  confident  and  who  has  the 
ability  to  work  with  a  team.  Investigative 
and/or  science  background  is  a  plus. 
Applicants  should  have  three  years’  con¬ 
tinuous  reporting  experience  at  a  daily 
newspaper  and  a  college  degree. 

To  apply  tor  either  positions,  submit 
information  about  your  professional  experi¬ 
ence,  a  one-page  statement  of  how  you 
would  approach  the  job  and  six  clips  to: 
Cynthia  Todd,  director  of  recruitment 
St.  Louis-Post  Dispatch 
900  North  Tucker  Blvd 
St.  Louis,  MO  63101 
The  application  deadline  for  this  ad  is 
JUNE  12 
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ATTENTION  INK-STAINED  WRETCHES! 

New  reporter-owned  company  seeks  the  best  writing  talent  nationwide  to  generate 
b2b  content  for  a  wide  range  of  clients  on  the  Web.  We  have  freelance  opportunities 
in  business  news  writing,  marketing  writing,  technical  writing  and  research.  We’re 
paying  competitive  rates  and  are  committed  to  building  a  new  kind  of  organization 
that  values  its  clients  and  contractors  equally.  We  want  hard  workers  and  no 
whiners.  Only  resourceful  hunter-gathers  need  apply.  Send  resume,  three  clips  and  a 
couple  of  graphs  about  who  you  are  to  writers@newworldcontent.com  or  to: 

NewWorld  Content,  RO.  Box  1287,  Mission,  KS  66222-0287 

NewWOdd  Content 
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TOP  JOURNALIST  SOUGHT 
FOR  CITY  EDITOR  JOB 
If  you  have  a  passion  for  writing,  a  love 
for  reporting,  a  nose  for  news  and  strong 
people  skills,  we’re  looking  for  you.  The 
Lincoln  Journal  Star  seeks  a  dynamic 
city  editor  to  lead  a  growing  news  team 
at  a  growing  newspaper.  Located  in 
Nebraska’s  capital  city  of  200,000,  the 
Journal  Star  is  a  77K  daily  and  84K 
Sunday  paper  with  a  commitment  to  cov¬ 
ering  local  news  and  key  issues  of  state 
and  regional  importance.  We  are 
dedicated  to  increasing  diversity  in  our 
staff  and  our  coverage.  Our  reporters  are 
competitive,  hard-working  and  hungry 
for  feedback.  And  we  have  a  fresh 
design  for  a  new  press.  Management 
experience  is  not  required  but  our  new 
city  editor  will  be  a  team  player  and  a  pro¬ 
ven  journalist  who  knows  how  to  handle 
big  stories  and  can  demonstrate  an 
ability  to  motivate  staff.  E-mail  inquiries 
welcome  to  Editor  David  Stoeffler  at: 
detoeffler@journalstar.com 
Applications  due  by  June  12  to: 

Human  Resources,  Lincoln  Journal  Star 
926  R  Street,  Lincoln,  NE  68508 


THE  NEWSTRIBUNE,  a  Midwest,  mid¬ 
size,  Monday-Saturday  PM,  located 
about  1  1/2  hours  from  Chicago, 

midway  between  Rockford  and  Peoria, 
IL  is  seeking  to  fill  two  full-time  posi¬ 
tions.  We  are  a  family-owned  operation 
where  which  your  ideas  will  be  heard. 

SPORTS  REPORTER 

Strong  reporting  skills.  Layout  and 
headline  experience  helpful.  Will  con¬ 
sider  recent  college  grad  with  experi¬ 
ence.  Good  starting  salary  plus  benefits. 

GENERAL  ASSIGNMENT  REPORTER 
Good  starting  salary  and  benefits.  Ideal 
candidate  will  have  previous  newspaper 
experience  and  knowledge  of  local  gov¬ 
ernment.  Editing  and  layout  experience 
helpful. 

Send  resume  and  clips  to: 

Joyce  McCullough,  NewsTribune 
426  Second  St.,  LaSalle,  IL  61301 


The  Times-Picayune,  New  Orleans’ 
Pulitzer  Prize-winning  daily,  is  looking 
for  a  versatile,  energetic,  experienced 
writer  to  cover  all  aspects  of  television, 
local  and  national,  for  the  newspaper’s 
Living  and  Sunday  TV  sections.  We  want 
someone  who  can  write  daily  critiques, 
TV-related  news  stories,  personality  pro¬ 
files  and  trend  pieces;  analyze  entertain¬ 
ment,  news  and  sports  programming; 
and  exhibit  a  strong  voice  and  reportorial 
flair  befitting  a  vibrant  and  offbeat  city 
with  a  colorful  TV  past.  Send  resumes 
and  clips  to: 

Lynn  Cunningham 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  70140 
An  Equal  Opportunity  Employer  M/F 
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THE  HERALD-SUN  in  Durham,  NC,  has 
an  opening  for  a  designer.  Candidates 
should  know  QuarkXPress.  Photoshop 
and  Freehand  experience  a  plus.  This  is 
an  opportunity  for  someone  with  a 
creative  streak  and  solid  news  judgment 
to  make  his  or  her  mark  and  help  us 
rethink  how  we  design  our  paper.  Send 
resume  and  tear  sheets  to: 

Herald-Sun 

Attn:  Nancy  Wykie,  Design  Editor 
2828  Pickett  Road.  Durham,  NC  27702 
Or  E-mail:  nlw@herald-sun.com 


THE  NORTHERN  VIRGINIA  DAILY 
the  most  honored  small  daily  newspaper 
in  Virginia,  has  an  opening  for  assistant 
special  sections  editor.  This  6-day-a- 
week  newspaper,  located  in  the  beautiful 
Shenandoah  Valley  offers  a  creative 
team-oriented  environment. 

This  job  offers  the  best  of  all  worlds  -  a 
"day  job”  (most  of  the  time)  that  com¬ 
bines  feature  writing,  light  design  and 
light  editing. 

Resumes,  cover  letters,  and  any  exam¬ 
ples  of  work  should  be  mailed  to: 

Bob  Wooten,  Managing  Editor 
RO.  Box  69,  Strasburg,  VA  22657 
Or  E-mailed  to  nvd@shentel,net 


CONTROLLER 

The  Rittsburgh  Tribune-Review,  the 
fastest  growing  newspaper  in  the  coun¬ 
try,  is  looking  for  a  controller  to  provide 
local  financial  leadership  to  the  opera¬ 
tion.  Responsibilities  will  include: 

•  Leading  annual  budget  process 

•  Monthly  financial  statement  preparation 

•  Income  statement  variance  analysis 

•  Assisting  General  Manager  with  finan¬ 
cial  analysis  and  reporting 

Candidates  should  possess  a  college 
degree  along  with  a  minimum  of  5  years 
experience  in  newspaper  financial  man¬ 
agement.  Proven  experience  developing 
quality  and  customer  service  improve¬ 
ment  is  a  must. 

The  Tribune-Review  Publishing  Company 
is  an  Equal  Opportunity  Employer  offer¬ 
ing  competitive  salaries  and  a  full  benefit 
program  including  health  insurance  and  a 
401(k)  retirement  program. 

Please  send  resume  in  confidence  to: 
Edward  H.  Harrell 
President  &  General  Manager 
Tribune-Review  Publishing  Company 
503  Martindale  Street,  3rd  Floor 
Pittsburgh,  PA  15212 


MAILROOM 


MUELLER  MARTINI  INSERT  MANAGER 
We  are  located  on  the  beautiful  coast  of 
Maine  and  are  looking  for  someone  to 
grow  with  us.  If  you  want  to  manage  our 
inserting  program  with  the  running  of  the 
machine  and  managing  the  staff  we  offer 
the  nation’s  most  most  beautiful  loca¬ 
tion.  Great  benefits,  good  pay  and 
security.  Call  or  write: 

Laurie  Dodge 

Production  Business  Manager 
Courier  Publications 
RO.  Box  249, 1  Rark  Drive 
Rockland,  ME  04841 
Ldodge@courierpub.com 
(800)  499-4401 


MARKETING 


WE’RE  LOOKING  for  an  eager,  enthused 
marketing  professional  to  join  us  as 
Marketing  Manager.  Responsible  for 
working  with  top-notch  agency,  budget 
management  and  marketing  reports.  Top 
newspaper.  Great  working  environment 
at  the  center  of  the  universe  -  Silicon 
Valley.  Don’t  need  a  Ralm  Pilot  to  apply. 

Call  R.C.  Staab  at  (408)  920-5454 
Or  E-mail  rc@bayarea.com 


MARKETING  DIRECTOR 
The  Lima  News,  a  dynamic  mid-market 
(36,000  d,  43,500  S)  Ohio  daily  is  seek¬ 
ing  an  experienced  marketing  pro¬ 
fessional  to  serve  as  the  chief  marketing 
executive  for  the  newspaper.  This  senior 
management  position,  which  reports 
directly  to  the  general  manager,  involves 
strategic  planning  with  all  departments 
to  increase  circulation  and  advertising 
sales,  improve  customer  satisfaction  and 
broaden  the  company’s  customer  base. 
The  director  must  be  a  highly  motivated 
individual  with  solid  background  in 
marketing,  business  and  market  devel¬ 
opment,  strategic  planning,  market 
research  and  promotions/advertising. 
The  director  must  have  strong  leadership 
abilities  and  excellent  strategic  planning, 
communication,  analytical,  creative  and 
presentation  skills.  In  addition,  the 
director  serves  as  an  integral  member  of 
the  newspaper’s  Operating  Committee, 
directs  all  functions  of  the  Marketing 
Department  and  supervises  a  staff  of 
two.  Degree  in  marketing,  advertising, 
business,  communications  or  related  dis¬ 
cipline  plus  a  minimum  five  years 
marketing  management  experience 
required.  Submit  resume  to: 

Human  Resources  Director 
The  Lima  News 

RO.  Box  690,  Lima,  OH  45802 

Equal  Opportunity  Employer 


CLASSIFIED  ADVERTISING  DEADLINES 

In-Coliuim  Advertisenciits;  Tuesday  at  noon  (EST)  for  the  next  Monday’s  issue 
Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 


MARKETING 


MARKETING  MANAGER 
The  Register-Guard,  a  family  owned 
newspaper  with  circulation  of  78,000,  is 
seeking  qualified  applicants  for  a  newly 
created  position.  Successful  applicant 
will  have  a  solid  background  in  market¬ 
ing,  advertising/promotion/media;  is 
highly  motivated  with  the  ability  to 
motivate  others.  Expected  to  successfully 
increase  sales,  readership,  loyalty,  and 
brand  awareness;  will  possess  strong 
verbal  and  written  communication  skills, 
strategic  thinking,  and  the  ability  to  pro¬ 
duce  and/or  manage  research,  analyze 
data,  and  fully  develop  findings  to  both 
internal  and  external  users.  Responsible 
for  developing  and  maintaining  a  budget 
and  marketing  activity  reports.  Seeking 
five  years  of  progressively-responsible 
marketing,  promotion,  advertising,  or 
creative  experience;  graduation  from  a 
four-year  college  or  university.  Newspa¬ 
per  experience  preferred.  To  learn  more 
about  this  ground-floor  opportunity  see 
www.registerguard.com.  Send  resume 
and  cover  letter  by  June  9, 2000  to: 

MARKETING  MANAGER 
The  Register-Guard 

RO.  Box  10188,  Eugene,  OR  97440-2188 
An  Equal  Opportunity  Employer 


MARKETING  RESEARCH 


ORLANDO  SENTINEL 
COMMUNICATIONS 

a  multimedia  communications  company,  is 
seeking  a  Database  Analyst. 
RESPONSIBILITIES  include  working  with 
direct  mail  sales  reps  to  identify  client  data 
needs  and  develop  database  applications. 
REQUIRES: 

•  3-5  years  experience  using  mathe¬ 
matical/statistical  methods  in  business 
applications,  research  data/information 
access,  retrieval  and  interpretation 

•  Excellent  PC  skills  including  Microsoft 
Office  Suite,  SPSS,  SAS,  Business 
Objects,  Dbase  or  other  statistical  and 
relational  database  systems  a  plus; 
Mapinfo,  Informark,  Scan  Image, 
Scarborough/Windsor/Rrime,  etc.  is 
desired 

•  Experience  creating  queries  and  data¬ 
base  reports;  converting  data  from  one 
file  format  to  another;  and  HTML  and 
Web  site  creation  helpful 

Please  include  source  code  EP-SDDA-SH. 
Submit  your  resume  and  salary  re¬ 
quirements  to: 

shyler@orlandosentinel.com 
Or  Fax:  (407)420-5766 


I  ClASSIFIED  ADVERTISERS: 


If  you  don  t  see  a 


ICATHLiOKY  THAT  FITS  YOI  K  NEEDS, 

I 

888.825.9149 


825.9149 


www.editorandpublisher.com 
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-HELP  WANTED- 


I 


PHOTOGRAPHY 


THE  MILWAUKEE  Journal  Sentinel  is 
seeking  a  skilled  leader/journalist  to  fill 
the  position  of  Senior  Editor/Photo¬ 
graphy.  Will  leed  a  staff  of  17  photo¬ 
graphers,  5  picture  editors,  7  techs. 
Responsible  for  department’s  budget, 
evaluations,  technology.  We're  70% 
degital.  Must  have  leadership  skills  to 
impsire  an  award-winning  staff  while 
also  being  an  advocate  for  the  group’s 
work.  We’re  looking  for  a  journalist  who 
will  be  active  in  daily  news  decisions. 
280,000-circulation  daily,  475,000 
Sunday.  Good  pay,  benefits,  stock.  Send 
resumes  to  Christine  McNeal,  senior 
editor  graphics/design: 

Milwaukee  Journal  Sentinel 
333  W.  State  St.  Milwaukee,  Wl  53201 
Fax  (414)  224-2047 
E-mail  cmcneal@onwis.com 


PHOTOGRAPHER  position  available  with 
the  Associated  Press  in  San  Juan  for  work 
in  PR  and  Caribbean,  Send  application 
and  a  limited  portfolio  by: 

Fax  (787)783-4426 
Or  to  caribsnap@attglobal.net 


PRESSROOM 


PRESS  OPERATOR 

9-unit  Goss  Community,  process  color, 
references  and  drug  screen  required.  Fax 
resume  to  Jim  Thompson: 

(719)  275-1353  or  mail  to  Daily  Record: 
701  S.  9th  St.  Canon  City,  CO  81212 
Orcall  (719)  275-4133  EOE 


PRESSMAN: 

Experienced  offset  web  pressman.  Goss 
Urbanite  experience  preferred.  We  offer 
full  benefits  along  with  401(k)  plan  in  a 
beautiful  setting.  Live  30  minutes  from 
the  grand  Rocky  Mountains;  45  minutes 
from  the  Denver  Metro  area.  The  views 
from  here  must  be  seen  to  appreciate. 

If  you  are  dependable,  hard  working 
individual  looking  for  a  great  career 
opportunity,  apply  tO: 

Kevin  Kocher,  Production  Director 
Greeley  Tribune 

RO.  Box  1138,  Greeley,  CO  80632 
970-352-0211  Ext.  279 
kocher@greeleytrib.com 


PRODUCTION  MANAGER 
Head  of  printing  operation,  shift  chiefs 
and  pressmen  wanted  for  fast-growing 
southwest  newspaper  operation.  Good 
benefits,  great  opportunity,  ideal  lifestyle 
in  America's  fastest  growing  city.  Goss- 
urbanite  operation.  USA  Today  print  site. 
Las  Vegas  operation  of  national  newspa¬ 
per  group.  Fax  to  human  resources  at: 

(702)252-4580 
Or  write  Las  Vegas  Press: 

335  Wynn  Road,  Las  Vegas,  NV  89102 


PRODUCTION/TECH 


PRODUCTION  MANAGER 
Primedia  Enthusiast  Group,  serving 
readers  in  a  variety  of  fields  with  market 
leading  magazines  and  newsletters  for 
specific  interests  has  a  permanent  Pro¬ 
duction  Manager  opening  in  their  Marietta, 
GA  office.  You  will  be  responsible  for 
supervision  of  design,  manufacturing  and 
composition  department  and  help  guide 
transition  from  camera-based  to  com¬ 
puter-based  workflow.  Magazine  experi¬ 
ence  a  strong  plus.  We  offer  competitive 
salary  &  benefits  package.  Send  resume 
&  salary  history  tO: 

Attn:  GM,  Primedia  Enthusiast  Group 
RO.  Box  741,  Marietta,  GA  30067 
Or  fax  (770)  933-9510 
No  calls  EOE/M/DA( 


RETENTION  MANAGER 
Daily  Herald  (Paddock  Publications) 

We  are  looking  for  a  talented  individual  to 
create,  monitor,  and  track  results  to  main¬ 
tain/increase  subscriber  sales.  This  is  a 
challenging  position  in  a  tough  market,  so 
you  need  to  be  a  “shirt-sleeves”  type  of 
person  who’s  not  afraid  to  dig  into  the 
task.  A  talent  for  database  management,  a 
flair  for  creative  thinking,  and  an  ability  to 
work  well  and  coordinate  efforts  through¬ 
out  the  circulation  department  are  key 
requirements  for  this  job.  The  ideal  candi¬ 
date  will  have  performed  a  similar  function 
for  another  paper,  but  we’ll  consider  a 
strong  candidate  with  similar  duties  and 
success  in  other  print  media  or  subscrip¬ 
tion  businesses.  Send  resume  with  salary 
expectations  to: 

Diane  Muchow,  Daily  Herald 
RO.  Box  280,  Arlington  Heights,  IL  60006 
Or  tax  to  847-427-1270 
Or  E-mail  to  hr@dailyherald.com 


I  -POSITIONS  WANTEF 


EDITORIAL 


SEASONED  JOURNALIST  seeks  full-time 
or  freelance  opportunities  to  report  on 
science,  technology  or  medicine.  News¬ 
paper,  newsletter,  magazine  and  online 
experience.  Contact  Jim  at: 

reporti  ng@tecom  m  .com 
Or  (904)  724-4042 


FREELANCE 


AWARD-WINNING  Editor/Reporter  wants 
to  work  part-time  or  telecommute.  Editor 
FL  Trend,  TX  Business,  San  Jose  Biz 
Journal.  News,  feature,  editorial  writer  4 
dailies.  Author  of  6  books. 

Lee  Butcher  (904)  615-7972 
E-mail:  llebutch@aol,com 


ADVERTISERS 


For  space/material  deadlines  call 
Hazel  Preuss  at  212.536.5398 
or  Michele  Appello  at  212.536.5396 

- details  at  www.editorandpublisher.com - 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 


1 


LINE  ADS  -  Tuesday  at  neon  (EST)  for  the  next  Monday's  issue. 
DISPLAY  ADS  -  Space  reservation  1 1  days  prior  to  publication  date; 
camera  ready  copy  7  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  iine,  per  insertion,  3  line  minimum,  approximateiy  34 
characters/spaces  per  line,  no  abbreviations. 

a/so  includes  online 


HELP  WANTED 

ALL  OTHER  CLASSIFICATIONS 

1  week . 

$12.00 

1  week . 

....  $11.00 

2  weeks . 

$11.18 

2  weeks . 

.  $9.70 

3  weeks . 

.  $9.80 

3  weeks . 

.  $8.50 

4  weeks . 

.  $8.25 

4  weeks . 

.  $7.25 

12  weeks . 

.  $7.90 

1 2  weeks . 

.  $6.40 

26  weeks . 

.  $7.10 

26  weeks . 

.  $5,60 

39  weeks . 

.  $6.80 

39  weeks . 

.  $5.30 

52  weeks . 

,  $6.45 

52  weeks .... 

.  $4.95 

POSITIONS  WANTED 

1  week . $6.00 

2  weeks . $5.05 

3  weeks . $4. 1 5 

4  weeks  . $3.70 

BLIND  BOXES:  $25  per  insertion;  counts  as  additionai  iine  in  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes;  Furnish  same  size  camera-ready,  other¬ 
wise  a  scanning  charge  may  be  incurred.  All  halftones  must  be  a 
maximum  1 33-line  same  size  veiox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  email.  For 
instructions,  piease  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1  /2  inch  increments 


Iweek . 

. $131 

1 2  weeks . 

. $102 

2  weeks . 

. $119 

26  weeks . 

. $97 

3  weeks . 

. $113 

39  weeks . 

.  $92 

4  weeks . 

. $109 

52  weeks . 

. $86 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be 
on  a  contract  basis.  Contracts  are  non-cance¬ 
lable.  All  ads  from  new  advertisers  must  be  pre¬ 
paid  prior  to  deadline;  advertisers  with  a  pay¬ 
ment  record  in  good  standings  may  be  billed. 
Deadline  is  Tuesday  prior  to  Monday  publica¬ 
tion.  Cash,  check,  VISA,  MasterCard,  and 
American  Express  accepted.  All  ads  require  a 
signed  insertion  order,  and  all  ad  copy  must  be 
submitted  in  writing  via  mail,  emailor  fax. 

We  reserve  the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified 

1515  Broadway,  12th  tl..  New  York,  NY  10036 
FAX:  (212)536-8800 

ANY  QUESTIONS  E-MAIL  or  CALL 

Hazel  Preuss  (212)  536-5398  -  hpreuss(§editorandpublisher.com 
Michele  Appello  (212)  536-5396-mappello@editorandpublisher.com 


www.edltorandpubllsher.com 


CULTURE  TRENDS 


MTV’s 

BUZZWORTHY 

Buzzworthy  songs  are  usually 
by  new,  up-and-coming  artists 
who  MTV  believes  have  special 
potential.  Of  the  videos  desig¬ 
nated  as  Buzzworthy,  the  vast 
majority  have  been  certified 
gold  or  platinum. 

Week  of  5/22/00 

Artist/Group:  Pink 
Song/Video:  "There  U  Go" 

Director:  David  Myers 

This  fuchsia  bombshell  is  about  to 
blow  the  spot  up.  Sending  the 
warning  that  she  is  not  one  to  be 
messed  with  in  her  debut  video 
“There  U  Go”,  Pink  is  LaFaces 
latest  rising  star.  Her  self-titled 
album,  due  out  in  March,  contains 
a  medley  of  musical  influences  - 
from  Mary  J.  Blige  to  Fleetwood, 
as  witnessed  on  the  possible  sec¬ 
ond  single,  “Players”. 

Artist/Group:  Incubus 
Song/Video:  “Pardon  Me" 

Director:  Steven  Murashige 

This  five-member  band  from 
Calabasas,  California  has  finally 
made  a  mark  with  this  video  off 
their  recently  released  album. 
Make  Yourself.  Not  new  to  the 
music  scene.  Incubus  started  out 
as  a  garage  band  back  in  1991, 
and  moved  up  through  the  ranks 
to  eventually  release  their  first 
full-length  record,  S.C.I.E.N.C.E. 
in  1997.  Their  newest  offering 
blends  funk  and  alternative  metal, 
with  a  little  rap/rock  thrown  in 
for  good  measure. 

©2000  MTV 


The  Hollywood  Reporter’s  Box  Office 

For  weekend  ending  May  22, 2000 

This 

Week 

Last 

Week 

Picture 

J-Duy 
Weekend  Gross 

Days 

In  Release 

Total 
Gross  Sales 

1 

New 

Dinosaur 

38,854,851 

3 

38,854,851 

2 

1 

Gladiator 

19,749,273 

17 

103,140,065 

3 

New 

Road  Trip 

15,484,004 

3 

15,484,004 

4 

3 

U-571 

4,637,520 

31 

64,397,750 

5 

4 

Frequency 

4,339,196 

24 

30,370,865 

6 

2 

Battlefield  Earth 

3,924,921 

10 

18,255,322 

7 

New 

Small  Time  Crooks 

3,880,723 

3 

3,880,723 

8 

6 

Center  Stage 

3,252,977 

10 

9,114,261 

9 

7 

Where  the  Heart  Is 

2,771,369 

24 

25,644,486 

10 

5 

Flintstones  in  Viva  Rock  Vegas 

2,543,950 

24 

27,834,150 

11 

8 

Screwed 

1,725,830 

10 

6,016,945 

12 

9 

Love  and  Basketball 

1,335,497 

31 

24,129,298 

13 

12 

Rules  of  Engagement 

1,164,224 

45 

58,449,752 

14 

11 

Keeping  the  Faith 

1,116,165 

38 

34,022,916 

15 

13 

Erin  Brockovich 

1,104,330 

66 

120,150,735 

16 

10 

Held  Up 

1,080,980 

10 

3,445,223 

17 

36 

The  Big  Kahuna 

791,026 

24 

1,156,296 

18 

17 

Final  Destination 

683,666 

66 

50,841,379 

19 

16 

Return  to  Me 

635,007 

45 

30,062,336 

20 

15 

28  Days 

575,144 

38 

35,425,261 

21 

21 

Michael  Jordan  to  the  Ma,\ 

504,652 

17 

2,183,552 

22 

19 

The  Virgin  Suicides 

494,584 

31 

2,456,516 

23 

14 

I  Dreamed  of  Africa 

455,198 

17 

5,938,246 

24 

20 

High  Fidelity 

357,077 

52 

24,751,436 

25 

26 

Romer  Must  Die 

325,599 

61 

55,187,338 

26 

22 

The  Skulls 

:306,510 

52 

34,715,750 

27 

63 

Mission  to  Mars 

302,542 

73 

59,537,278 

28 

25 

Up  at  the  Villa 

264,953 

17 

1,119,388 

29 

27 

East  is  East 

195,944 

38 

1,514,838 

30 

23 

American  Beauty 

193,216 

250 

129,688,710 

31 

18 

The  Road  to  El  Dorado 

182,751 

52 

49,491,378 

32 

31 

Toy  Story  2 

180,640 

185 

245,024,222 

33 

44 

Cirque  du  Soleil 

178,919 

17 

461,174 

34 

30 

Mysteries  of  Egypt 

154,684 

720 

34,191,792 

35 

33 

T-Rex:  Back  to  the  Cretaceous 

138,665 

577 

29,374,827 

©2000  The  Hollywood  Reporter 

CULTURE  TRENDS 


MTV  Around 
the  World 

Week  of  5I22I()() 


MTV  U.S.I 


Artint 

1.  Hanson 

2.  Bloodhound  Gang 

3.  Jennifer  Lopez 

4.  Madonna 

5.  Third  Eye  Blind 


MTV  Euroi 


Artist 

1.  Blink  182 

2.  RHCP 

3.  Eiffel  65 

4.  Shania  Twain 

5.  Britney  Spears 


MTV  Russii 


Title 

This  Time  Around 
Bad  Touch 
Peelin’  So  Good 
American  Pie 
Never  Let  You  Go 


Title 

All  the  Small  Things 
Otherside 
Move  Your  Body 
I  Feel  Like  a  Woman 
...Make  You  Happy 


The  Billboard  200 

The  top-selling  albums  compiled  from  a  national  sample  of  retail  store  sales. 


This 

Last 

Wks  on 

Week 

Week 

Chart 

Artist 

Album 

1 

- 

1 

Britney  Spears 

Oops!  I  Did  It  Again 

2 

- 

1 

Pearl  Jam 

Binaural 

3 

- 

1 

Big  Tymers 

I  Got  That  Work 

4 

1 

9 

‘N  Sync 

No  Strings  Attached 

5 

- 

1 

Whitney  Houston 

Greatest  Hits 

6 

2 

2 

Soundtrack 

M:I2 

7 

4 

25 

Sisqo 

Unleash  the  Dragon 

8 

3 

49 

Santana 

Supernatural 

9 

6 

34 

Creed 

Human  Clay 

10 

5 

5 

Joe 

My  Name  is  Joe 

©2000  Billboarci/SoundScan,  Inc. 

The  Billboard  Hot  100 


Artist 

1.  Devochki 

2.  Zemfira 

3.  Tom  Jones 

4.  Tatiana  Svetlova 

5.  Limp  Bizkit 


MTV  Australii 


Artist 

1.  Mandy  Moore 

2.  Madonna 

3.  Ail  Saints 

4.  N’Sync 

5.  Eiffel  65 

©2000  MTV 


Title 

Govorila  Mama 
Iskala 
Sex  Bomb 
Odinokaja  Avezda 
Break  Stuff 


Title 

Candy 

American  Pie 
Pure  Shores 
Bye  Bye  Bye 
Move  Your  Body 


The  most  popular  singles  compiled  from  a  national  sample  of  radio  play  and  retail  store  sales. 


This 

Last 

Peak 

Wks  on 

Week 

Week 

Pos. 

Chart 

Title 

Artist 

1 

1 

1 

17 

Maria  Maria 

Santana  f/The  Product 

2 

5 

2 

15 

You  Sang  to  Me 

Marc  Anthony 

3 

2 

2 

31 

Breathe 

Faith  Hill 

4 

3 

3 

19 

Thong  Song 

Sisqo 

5 

4 

2 

12 

He  Wasn’t  Man  Enough 

Toni  Braxton 

6 

8 

6 

10 

Be  With  You 

Enrique  Iglesias 

7 

7 

6 

20 

Everything  You  Want 

Vertical  Horizon 

8 

9 

8 

12 

Try  Again 

Aaliyah 

9 

6 

5 

16 

I  Try 

Macy  Gray 

10 

11 

10 

23 

I  Wanna  KnoM- 

Joe 

©2000  Billboard/Soundscan 


Order  Your  2000  Editions  Now! 


You'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
International  Year  Book,  the  encyclopedia  of  the  newpaper  industry.  Part  1  provides  the  most 
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m  AND  MACHINES 


First  U.S.  sale  of  a  straight-only  double-wide  press 

BY  JIM  ROSENBERG  AND  MARK  FITZGERALD 

N  JUST  OVER  TWO  YEARS,  TWO  MiDWEST  DAILIES  WILL  BEGIN 

printing  in  new  plants  on  new  one-  and  two-around  double¬ 
wide  presses  from  the  same  manufacturer. 

After  auditioning  virtually  eveiy  shaftless  and  straight-only 
press  available,  the  Daily  Herald,  Arlington  Heights,  Ill.,  is 
buying  two  MAN  Roland  Regioman  presses  for  a  new  production  fa¬ 
cility  to  be  built  on  a  26-acre  site  in  nearby  Schaumburg.  While  they 
are  expected  to  be  running  in  September  2002,  the  Daily  Herald  will 


star  banner  flags  the  coming  new  era  in  Indy. 


continue  to  operate  its  three  KBA  Com¬ 
mander  presses  at  its  site  near  downtown 
Arlington  Heights,  said  Robert  E.  Finch, 
vice  president/process. 

“That  facility  will  be  open  for  another 
eight  to  10  years.  It  will  be  used  some  for 
producing  the  paper,  and  we’re  investigat¬ 
ing  other  uses,”  Finch  said. 

Daily  Herald  President  and  Publisher 
Daniel  E.  Baumann  said  the  paper  devoted 
two  years  to  the  search  for  new  presses. 
“Our  team  has  visited  more  than  a  dozen 
newspaper  production  plants  in  the  United 
States  and  Europe,  as  well  as  the  factories 
of  press  manufacturers. ...  As  we  narrowed 
our  choices,  we  even  sent  press  operators  to 
two  sites  to  operate  presses  under  condi¬ 
tions  we  could  control,”  he  said. 

In  the  end,  the  Daily  Herald  chose 
man’s  press  over  Heidelberg’s  Mainstream 
80  straight-only  model  based  on  the  “high 
degree  of  comfort”  the  paper’s  press  opera¬ 
tors  felt  with  the  Regioman,  Finch  said, 
adding,  “We  liked  it  because  we  felt  it  was  a 
press-operator-friendly  press.  This  press 
will  have  to  operate  right  from  the  start.  We 
cannot  afford  to  put  a  press  in  and  spend  a 
lot  of  time  experimenting  with  it.” 

Splitting  its  circulation  of 146,000  into 
27  zones,  the  Daily  Herald  likes  the  flexibil¬ 
ity  Regioman’s  4-by-l  design  gives  for  mul¬ 
tiple  sections.  It  also  expects  to  save  sub¬ 


stantially  on  plates.  Finch  said.  And  run¬ 
ning  straight-only  will  be  nothing  new  for 
the  press  operators:“In  the  past  two  years,” 
Finch  said,  “we’ve  run  collect  just  twice.” 

Late  last  year.  The  Indianapolis  Star 
signed  a  letter  of  intent  to  equip  a  new  plant, 
expected  to  be  designed  by  the  Austin  Co., 
with  MAN  Roland  presses  installed  on  a 
concrete  “table  top.”  After 
months  of  defining  size, 
configuration,  and  fea¬ 
tures,  it  signed  a  contract 
May  16  for  126  independ¬ 
ently  driven  Geoman  cou¬ 
ples  configured  as  3V2  or 
four  in-line  presses  with 
four  double-out  folders 
across  27  footprints  (tow¬ 
er  or  unit  positions). 

Straight  runs,  said  Star  Operations  Di¬ 
rector  Bill  Bolger,  will  use  the  capacity  as 
three  seven-footprint  presses  and  one 
three-footprint  press.  Each  of  the  seven 
footprints  will  consist  of  six  towers  (ranging 
from  four  colors  over  black  to  fiill  four-color 
on  both  sides  of  the  web)  and  one  mono 
unit.  A  64-page  straight  run,  he  said,  will  be 
able  to  include  28  four-color  pages  —  “a  sig¬ 
nificant  increase  over  what  we  can  do  to¬ 
day.”  In  the  future,  all  towers  can  be  a  full 
eight  couples  and  on-the-fly  plate  changing 
capability  can  be  added. 


The  press  will  run  50-inch  webs  and  have 
a  2lV2-inch  cutoff.  MAN  also  will  supply 
Pecom  controls  and  automatic  loading  for 
the  30  reelstands,  each  with  two  split  arms. 
Bolger  said  final  decisions  on  the  plant’s 
other  equipment  are  being  made  now. 

For  several  years,  the  paper’s  manage¬ 
ment  considered  how  best  to  modernize 

production  and  distribu¬ 
tion.  The  paper  found  a 
way  to  bring  home  the  re¬ 
ality  of  the  pending  ar¬ 
rival  of  new  equipment 
that  will  still  take  quite 
some  time  to  build. 

Hanging  dong  an 
outside  wall  of  a  stair¬ 
well-elevator  shaft 
alongside  the  building’s 
parking  garage  is  an  enormous  vertical 
j  banner  printed  with  a  full-scale  color  dia¬ 
gram  of  a  section  of  the  new  press.  Cover¬ 
ing  the  windows  of  the  seven-story 
structure,  it  stretches  from  the  ground- 
level  doorway  —  where  employees  four- 
abreast  can  enter  the  structure  through 
the  reelstand  —  up  beyond  double  folders 
to  the  RTF  atop  the  third-level  former. 
(The  third  former  on  the  fourth  press  will 
be  a  single  former  for  variable  web 
widths,  which,  along  vdth  quarterfolding 
in  one  folder,  is  intended  to  confer  the 


“We  even  sent 
press  operators 
to  tvvo  sites  to 
operate  presses  ” 

—  DANIEL  E.  BAUMANN 

PRESIDENT  AND  PUBLISHER 
DAILY  HERALD 
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flexibility  needed  to  run  commercial  jobs, 
according  to  Bolger.) 

Crediting  Bolger  for  the  idea,  Packaging 
Manager  Richard  Rhinehart  said  the  ban¬ 
ner  went  up  this  spring  to 
promote  management’s  com¬ 
mitment  to  the  newspaper’s 
future.  Stafters,  said  Rhine¬ 
hart,  “see  it  eveiy  time  they  go 
in  and  out  of  work.” 

At  MAN,  veteran  press  op¬ 
erator  and  salesman  Harry 
Newton  could  remember 
nothing  like  it.  He  called  it  a  smart  move  to 
give  employees  some  idea  of  the  size  of  the 
press  and  the  investment  to  be  made. 

Rather  than  just  putting  an  item  in  an  em¬ 
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ployee  newsletter,  Rhinehart  said  the  idea 
was  to  create  “something  tangible”  during 
the  year  or  more  it  would  take  to  build  and 
deliver  the  equipment. 

Rhinehart  explained 
that  a  PDF  file  supplied 
by  MAN  was  taken  to  a 
local  artist,  who  output 
the  image  on  a  “breath- 
able-mesh,”  canvas-type 
fabric  for  about  $7,000. 

The  paper  aims  to  put 
new  presses  into  pro¬ 
duction  in  spring  2002.  The  Star  expects  to 
break  ground  for  its  new  plant  in  late  sum¬ 
mer,  then  take  deliveiy  of  new  equipment  a 
year  later.  The  schedule,  Bolger  said,  is 


“We  had  a 
paradigm 
to  break.” 

—  BILL  BOLGER 

OPERATIONS  DIRECTOR 
THE  INDIANAPOLIS  STAR 


mindful  of  the  fact  the  Indianapolis  500  | 

auto  race  on  Memorial  Day  is  as  important 
as  Thanksgiving  to  his  paper’s  business. 

“We  plan  to  run  big  straights  90%  of  the 
time,”  Bolger  remarked,  reflecting  the  trend  | 
away  from  collect  production  runs. 

“Once  we  knew  we  were  in  the  market ... 
we  had  a  paradigm  to  break”  with  respect 
to  purchasing  decisions,  Bolger  continued, 
explaining  that  managers  sought  to  shrink  j 
the  process  from  four  years  to  four  months. 

Vendors  seemed  incredulous  but  reacted 
well,  he  said.  In  the  space  of  just  a  few  days,  j 
he  added,  staffers  visited  many  other  papers  | 
and  took  advantage  of  the  Newspaper  Asso-  j 
ciation  of  America’s  January  SuperConfer-  ! 
ence  to  meet  daily  with  vendors.  S] 


ON  THE  SUPPLY  SIDE 


EQUIPMENT 


i  PREPRESVOUTPUT 

Harris  Publishing  Systems 
CORP.,  Melbourne,  Fla. 

The  Daily  Oklahoman,  Oklahoma  City, 
selected  MAXWorkFlow  to  automate  out¬ 
put.  Its  various  modules  employ  a  graphi¬ 
cal  interface  for  “making  changes  on  the  fly 
without  rebooting,”  said  Hank  Foos,  pub¬ 
lishing  systems  manager.  Using  a  Harle- 
j  quin  PostScript  Level  3  RIP  vnth  built-in 
I  Open  Prepress  Interface,  MAXWorkFlow 
j  allows  rapid  proofing,  high-resolution  out- 
I  put,  raster  down  sampling,  preflighting, 
optimizing  of  large  files  for  storage  and 
handling,  and  real-time  work-flow  custom- 
configuration  with  drag-and-drop  icons. 
(In  January,  Harris  joined  Harlequin  to 
co-develop  and  market  MAXWorkFlow.) 

The  Harris  editorial,  advertising,  and 
pagination  products  customer  will  apply 
MAXWorkFlow  to  various  applications, 
including  ad  preflighting,  PDF-to-EPS  file 
conversion,  imposition,  color  proofs  cre¬ 
ation,  TIFF  output  to  a  laser  platesetter, 

I  PostScript  Level  3  RJPs,  and  as  a  common 
j  database  for  high-resolution  files. 

^  PRESSROOM 

i  MAN  Roland  Inc.,  Westmxmt,  ill. 

The  Springfield  (Mo.)  News-Leader 
purchased  a  40-couple  Geoman  motor- 
per-couple  shaftless  offset  press  line  to  in¬ 
crease  color  and  page  capacity,  improve 
print  quality,  and  better  serve  its  circula¬ 
tion  area,  which  includes  growing  Ozark 
i  communities  and  the  town  of  Branson.  It 


replaces  a  37-year-old  Goss  letterpress. 

To  be  installed  on  a  concrete  substruc¬ 
ture  in  a  new  press  hall  adjoining  the  cur¬ 
rent  plant,  and  expected  to  be  in 
operation  in  two  years,  the  70,000-cph 
Geoman  vrill  have  a  50-inch  web  width 
and  21V2  -inch  cutoff  and  be  equipped 
with  an  Auroload  manual  roll-loading 
system  and  the  Tecosys  tension  control 
system.  It  will  include  five  eight-couple 
towers  for  printing  up  to  80  pages  collect, 
all  with  process  color.  Seven 
CD  13  core-driven  reel-ten¬ 
sion-pasters  offer  2/2,  2/1  and 
1/1  leads  as  well.  The  press  will 
have  a  combination  2:3:3  jaw 
folder  with  three-wide  formers, 
allowing  a  lower  press  profile 
within  a  lower  pressroom  for 
reduced  construction  cost. 

Printing  units  will  have  slot- 
type  nonmechanical  plate  lock¬ 
ups  with  register  pins,  and 
narrow-gap  blanket  lockups. 

Webbing  will  be  simplified  by 
man’s  Websys  web-up  package,  vdth  the  | 
necessary  web-lead  rollers  and  web-break 
detectors.  The  system  is  designed  to  sub¬ 
stantially  reduce  makeready  time.  Pecom 
controls  and  networking  will  have  three 
control  desks  with  drive  control,  TPP 
workstation  for  production  planning  and 
job  storage,  and  Mainsys  press  mainte¬ 
nance  software.  The  package  also  in¬ 
cludes  a  simulator  for  off-line  training. 

Also,  the  Omaha  (Neb.)  World-Heralds 
Geoman,  set  to  go  into  service  in  September 
of  next  year,  will  be  outfitted  with  MAN’ s 
Aurosys  newsprint  roll-loading  system  and 


high-bay  storage  and  retrieval  system  for 
newsprint  and  preprint  pallets.  The  inline 
press  with  three  folders  will  extend  more 
than  250  feet  within  an  expanded  plant  oc¬ 
cupying  four  dovmtown  blocks.  Erected  on 
a  concrete  “table  top,”  it  will  comprise  99 
individually  driven  printing  couples  stacked 
in  18  towers  over  18  reelstands  and  will  fea¬ 
ture  automated  color  registration  supplied 
to  MAN  by  a  third  party,  undershot  ink 
fountains,  and  automatic  blanket  washing. 


POST-PRESS 

Ferag  Americas,  Bristol,  Pa. 

By  agreement  with  USA  Leader,  Ferag 
will  market  the  Millennium  Leader  insert¬ 
er,  designed  for  small  to  midsize  newspa¬ 
pers  and  direct  mailers.  The  12,000-cph 
machine  can  insert  14  into  one  and  offers 
easy  setup.  The  patent-pending  design  uses 
fewer  parts  than  comparable  inserters.  Its 
gripperless  extractor  can  handle  difficult 
products  such  as  lightweight  single  sheets 
and  bull^  coupon  booklets.  Touch-screen 
interface  gives  fast  access  to  zoning,  set-up, 
pocket  history,  repair,  and  reject  controls. 
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rtirchast  'lelme  .mil  save  5' 
to  any  u'stination! 


EiTor  line  disaster 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 


'He  sounds  like  an  East  Gernia n  figu re-skating 
judge,  docking  reporters  for  technicalities." 

-FRANK  FOER  ON  HOWARD  KURTZ 
IN  “THE  NEW  REPUBLIC” 


RIC  FELD,  THE  ASSOCIATED  PRESS 

Luckily,  only  the  photographer  got  off  a  shot.  On 
May  20,  Ric  Feld  of  the  AP  captured  three  symbols  of  the 
pro-gun  movement  in  one  frame:  the  National  Rifle 
Association  emblem,  the  NRA’s  activist  president  Charlton 
Heston,  and  a  weapon  itself  (a  vintage  musket).  At  the  NRA  con¬ 
vention  in  Charlotte,  N.C.,  Heston  once  again  vowed  that  anyone 
who  wanted  his  gun  would  have  to  pry  it  “from  my  cold,  dead 
hands.”  The  NRA  also  announced  plans  to  open  theme  parks 
across  America  and  an  eateiy  in  Times  Square.  —  Greg  Mitchell 


TAKE  A  SHOT 

Have  a  newspaper  “Photo  of  the 
Week”  candidate  or  other  entry  for 
“The  Best  —  And  Rest  —  Of  The 
Press’7  We’re  open,  24/7.  Please 
send  submissions  to  http://www. 
hottype@editorandpublisher.com. 
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Drop  that  tape  recorder! 


SEAN  GONSALVES,  CAPE  COD  TIMES 

RIVING  WHILE  BLACK’  HAS  ENTERED  THE  LEXICON  AS  A 

I  ■  term  for  police  targeting  of  African  Americans  for  traf- 

fic  offenses  real  or  imagined.  Now,  a  Cape  Cod  Times 
columnist’s  bizarre  run-in  with  two  Eastham,  Mass.,  police  offi¬ 
cers  is  stirring  talk  of  another  racially  charged  phenomenon: 
reporting  while  black. 

The  May  21  incident  would  have  been  unusual  even  without  the 

police.  Sean  Gonsalves,  a  29-year- 
old  African-American  columnist 
and  reporter  for  the  Times,  had 
gone  to  heavily  traveled  Route  6  to 
interview  Arthur  Blessitt,  a  born- 
again  Christian  from  Florida  who 
says  he  has  hiked  across  281  na¬ 
tions  carrying  a  12-foot-long  cross. 

With  traffic  noise  in  the  back¬ 
ground,  Gonsalves  was  holding  his 
tape  recorder  close  to  Blessitt 
when  an  Eastham  squad  car  appeared. 

“I  thought  he  w'as  going  to  say,  ‘Look, 
you  have  got  to  move  on  because  it’s  a  traf¬ 
fic  hazard,’”  Gonsalves  said. 

Instead,  he  asserted,  the 
officer  began  shouting,  “Get 
your  hands  in  the  air!  Get  your 
hands  in  the  air!” 

Gonsalves  said  he  complied  with 
every  request  and  repeatedly  identi-  ^ 
fied  himself  as  a  Cape  Cod  Times  re-  i 
porter.  Still,  the  officer  frisked  him 
—  and  Gonsalves  got  another, 


“'***j5dog  to  go?  Seiko  Ikuma  plants  a  big 
wet  one  on  Ato  at  the  pound. 

Anyone  for  chow? 


As  THE  SAYING  GOES,  THERE’S 

nothing  more  boring  than  a  dog- 
bites-man  story.  But  what  hap¬ 
pens  when  the  dog  gets  sent  to  Death 
Row  and  is  spared  by  a  judge  at  the  last 
minute?  In  a  decision  sure  to  be  watched 
closely  by  young  newspaper  carriers  —  or 
at  least  their  parents  —  a  Michigan  Court 
of  Appeals  judge  may  decide  next  week 
whether  to  allow  the  execution  (in  the  gas 
chamber)  of  a  chow  named  Ato,  charged 
in  a  1998  biting  attack  on  13-year-old 
Alex  Newton,  a  newspaper  boy  for  The 
Ann  Arbor  News.  The  dog  has  been 
housed  at  a  local  Humane  Society  shelter 
ever  since,  but  spared  death  in  a  series  of 
court  cases.  His  owners  recently  reached 
an  out-of-court  settlement  of  a  lawsuit 
with  the  boy’s  parents.  —  Greg  Mitchell 


Sean  Gonsalves: 
black  mark  for 
Cape  Cod  cops 


CHRISTIE’S  AUCTION  HOUSE  IN  NEW 

York  has  told  E^P  that  the  pur¬ 
chaser  of  a  224-year-old  copy  of 
the  South-Carolina  and  American  Gazette 
was  a  U.S.  company  or  institution,  not  a 
private  collector.  This  sample  of  a  typical 
weekly  issue  just  happened  to  include  the 
text  of  the  newly  minted  Declaration  of 
Independence.  It  was,  after  all,  1776.  Only 
one  copy  of  the  paper  survives,  and  on 
May  19  it  was  purchased  by  an  anony¬ 
mous  bidder  —  from  an  equally  anony¬ 
mous  seller  —  at  auction  for  $140,000, 
one  of  the  highest  “single-copy  sales”  ever. 
Now  it  may  be  coming  to  a  corporate  lob¬ 
by  or  museum  near  you  soon.  II 


Blessit  on  cross¬ 
country  trek:  And 
then  one  day  a 
reporter  held  a 
microphone  on  him. 
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Our  Top  Ten  Reasons  For  Attending 
Editor  &  Publisher’s  Online 
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Move  from  the  editorial  side  to  the  business  side 
at  the  Tribune’  deepens  commitment  to  values 


BY  BYRON  P.  WHITE 

WHEN  I  MOVED  A  FEW  MONTHS  AGO  FROM  THE 

Chicago  Tribunes  editorial  board  to  its  mar¬ 
keting  division,  some  of  my  editorial  col¬ 
leagues  were  aghast.  They  accused  me  of 
abandoning  journalism,  of  joining  the  other 
side,  of  forgetting  my  values. 

But  one  friend,  a  nonjournalist,  recognized  that  my  new  position 
has  far  more  to  do  with  the  direction  of  the  newspaper  than  many 
writers  and  editors  might  want  to  believe.  As  senior  manager  of 

customers  than  as  subjects  of  news 
articles.  Market  demand,  more 
than  calls  to  the  city  desk,  he  rea¬ 
soned,  would  better  dictate  the  cov¬ 
erage  his  neighborhood  desires. 

For  that  very  reason,  the  pursuit 
of  more  ethnically  diverse  audi¬ 
ences  is  the  next  major  step  along 
the  newspaper  industry’s  meticu- 
go’s  West  Side.  He  immediately  recognized  lous  road  toward  racial  fairness, 

the  potential  these  initiatives  have  for  fos-  Thus  far,  the  industrj^’s  progress  in  this 

tering  more  responsible  coverage  of  his  pre-  |  regard  has  been  driven  by  a  commitment  to 
dominantly  black  neighborhood.  “What’s  writing  about  minorities,  mostly  for  the 
the  bottom  line  here?”  he  countered  as  I  benefit  of  white  readers.  The  next  challenge 

outlined  my  new  duties.  “Are  you  trying  to  is  to  write  for  minorities  —  to  pursue  them 

sell  more  newspapers  in  my  community?”  j  as  news  consumers  as  much  as  newsmak- 
“Absolutely,”  I  said.  ers.  After  all,  despite  what  editorial  purists 

“Good,”  he  replied.  “Because  if  this  were  ,  say,  no  universal  standard  of  news  exists 

just  some  social  outreach  project,  I  know  it  '  apart  from  the  one  defined  by  the  audience 
wouldn’t  survive  the  first  budget  cut.”  a  newspaper  seeks  to  reach. 

As  a  community  activist  who  cut  his  The  seeds  of  that  lesson  go  back  more 

teeth  in  the  economically  upbeat  ’90s,  my  i  than  three  decades.  After  dozens  of  inner 
buddy  has  learned  that  business  deals  are  !  cities  across  the  nation  exploded  in  violence 

more  lasting  than  social  action.  He  would  during  the  summer  of 1967,  President  Lyn- 

rather  have  entrepreneurs  than  govern-  !  don  Johnson’s  National  Advisory  Commis- 
ment  bureaucrats  invest  in  his  struggling  '  sion  on  Civil  Disorders  indicted  the 

but  improving  neighborhood.  In  the  same  so-called  mainstream  news  media  for  con- 

way,  he  would  rather  have  the  Chicago  Tri-  tributing  to  the  social  unrest.  “They  have 
burn  perceive  his  neighbors  as  potential  i  not  communicated  to  the  majority  of  their 


community  relations,  I  help  strate¬ 
gically  coordinate  the  Tribune's 
philanthropy,  community  events, 
and  organizational  relationships, 
as  well  as  its  marketing  efforts 
aimed  at  Afncan  Americans  and 
Latinos.  ^ 

My  friend  runs  a  nonprofit  de¬ 
velopment  corporation  on  Chica¬ 
go’s  West  Side.  He  immediately  recognized 
the  potential  these  initiatives  have  for  fos¬ 
tering  more  responsible  coverage  of  his  pre¬ 
dominantly  black  neighborhood.  “What’s 
the  bottom  line  here?”  he  countered  as  I 
outlined  my  new  duties.  “Are  you  trying  to 
sell  more  newspapers  in  my  community?” 

“Absolutely,”  I  said. 

“Good,”  he  replied.  “Because  if  this  were 
just  some  social  outreach  project,  I  know  it 
wouldn’t  survive  the  first  budget  cut.” 

As  a  community  activist  who  cut  his 
teeth  in  the  economically  upbeat  ’90s,  my 
buddy  has  learned  that  business  deals  are 
more  lasting  than  social  action.  He  would 
rather  have  entrepreneurs  than  govern¬ 
ment  bureaucrats  invest  in  his  struggling 
but  improving  neighborhood.  In  the  same 
way,  he  would  rather  have  the  Chicago  Tri¬ 
bune  perceive  his  neighbors  as  potential 


audiences  —  which  is  white  —  a  sense  of 
the  degradation,  misery,  and  hopelessness 
of  living  in  the  ghetto,”  concluded  the  panel, 
known  as  the  Kemer  Commission.  In  re¬ 
sponse,  newspapers  began  to  focus  their 
coverage  more  intensely  on  race,  mainly  to 
better  inform  their  traditional  readership. 

While  coverage  of  minorities  has  im¬ 
proved  dramatically  since  then,  it  has  large¬ 
ly  stuck  to  the  Kemer  Commission’s 
prescription.  Reporting  skews  toward  the 
inequalities  and  hardships  of  poor,  urban 
communities  —  the  topic  of  numerous  arti¬ 
cles  that  win  journalism  awards  each  year. 

By  and  large,  nonwhites  find  such  news 
unsatisfactory.  A  report  on  declining  news¬ 
paper  credibility  published  in  December 
1998  by  the  American  Society  of  Newspa¬ 
per  Editors  found  that  a  third  of  African 
Americans  believed  blacks  receive  unfair 
and  unfavorable  coverage  in  the  media. 

Only  4%  of  whites  felt  this  way.  No  wonder. 

Stories  that  explore  the  social  problems 
of  blacks  and  Latinos  are  hardly  enlighten¬ 
ing  to  those  personally  familiar  with  such 
conditions.  Likewise,  many  Asians,  Latinos, 
and  Native  Americans  tire  of  new's  geared 
toward  their  festivals  and  heritage  celebra¬ 
tions.  Their  confidence  in  the  media  will 
come  only  when  their  interests  and  identi¬ 
ties  are  fully  integrated  into  “mainstream” 
news  coverage. 

That’s  w'here  the  business  side  of  news- 
papering  comes  in.  What  journalistic  initia¬ 
tives  alone  have  not  been  able  to  accom¬ 
plish,  market  pressures  can  help  achieve.  As 
minority  populations  increase  relative  to 
that  of  whites  and  newspaper  readership 
slides,  downtown  dailies  are  being  forced  to 
pursue  these  nontraditional  customers. 
Marketing  and  community-relations  are 
critical;  news  coverage  must  follow. 

Diversifying  the  news  content,  therefore, 
takes  more  than  using  a  more  diverse 
source  list  or  even  hiring  more  minorities 
on  staff.  It  requires  a  commitment  to  serv¬ 
ing  a  more  diverse  audience  as  well. 

My  move  to  the  business  side  has  given 
me  a  fuller  appreciation  of  this.  I  haven’t 
forgotten  my  journalistic  values;  knowing 
both  sides  of  the  equation  has  only  deep¬ 
ened  my  commitment  to  those  values.  11 

White,  senior  manager  of  community 
relations  for  the  Chicago  Tribune,  was  an 
editorial  writer,  editor,  and  reporter. 
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We  Rank  The  BEST  PLACES 
TO  LIVE  IN  THE  U.S. 

ALL  NEW  2000 
EDITOR&PUBLISHER 
MARKET  GUIDE. 

Now  Including  the  Exclusive 
E&P  Better  Liv^g  Index! 


For  75  years  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool.  They  have  come  to  rely  on  the  demographic  and  economic  tables  with 
actuals  and  remarkably  accurate  annual  projections. 

But  the  MARKET  GUIDE  has  also  been  a  highly  recommended  source  oF 
relocation  data.  Its  unique  combination  of  quantitative  and  qualitative  data 
has  provided  an  accurate  description  of  community  life. 

Now,  in  our  76th  anniversary'  printing,  the  MARKET  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 

-  Relocation  info  now  includes  rankings  of  quality  of  life  data  including: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


-  Demographic  data  now  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

-  Now  Population  Forecasts  are 

projected  out  5  YEARS  to  2005! 

-  All  the  market  data  for  C'anada  is  in 

one  convenient  section! 

PLUS  ... 

...  these  regular  features:  Population  by  Age,  Ethnic 
Breakdowns,  Number  of  Households,  Income  per 
Household  and  per  Capita,  Principal  Industries,  Chain 


Outlets,  Retail  Outlets,  Location  of 
Markets,  Newspapers  Serving  the  Market,  Retail 
Sales  Data,  and  much,  much  more! 

It’s  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
non-MSA  markets  in  the  U.S.  and  Canada  . . .  plus  critical  market  data 
for  more  than  1,600  cities  and  all  3,141  U.S.  counties. 

PHICl.NG 

The  print  copy  of  the  E&P  MARKET  GUIDE  is  just  $140.  It’s  also  available 
on  CD-ROM  together  with  the  data  from  U.S.  MARKET  FORECASTS 
which  covers  all  towns  and  cities  in  the  U.S.  with  2500  or  more  population. 
Pricing  for  the  CD-ROM,  which  includes  the  printed  Market  Guide,  is  just 
$495.  (CA,  DC,  FL,  IL,  MA,  MD,  Nj,  NY,  OH  and 
TX  residents  please  add  appropriate  sales  tax.  Canada 
residents  please  add  GST.) 


MARKET 

GUIE® 
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Please  send  payment  to:  EDITOR  &  PUBLISHER 
DIRECTORIK,  Circulation  Dept.,  1515  Broadwav, 
New  York,  NY  10036.  Phone:  (888)  612-709^ 
E-Mail:  edpub@mediainfo.com.  Place  your  order  on 

our  Web  site:  vvvvw.niediainfo.com 

(click  on  the  store  icon)  Or  contact  us  at  the  number 
above  for  more  information. 
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The  Jazbox  family  of  products  from  Harris  Publishing  Systems 
delivers  the  next  generation  of  simplicity  and  functionality  for 
intensely  local  publishing  to  the  Web  or  print. 


Jazbox  gives  you  the  power  to  publish  a  newspaper;  create  and 
manage  a  high-volume,  database-driven  Web  site;  and  participate 


fully  in  the  rapidly  expanding  e-commerce  field, 


Easy  development  of  local  content  -  from  reporters,  wire  services 


and  internet  sources  -  becomes  a  reality  with  Jazbox.  As  local 


participation  in  content  development  becomes  a  central  focus  of 
Web  and  print  products,  Jazbox  provides  a  simple,  intuitive 
method  to  assemble,  edit  and  design  products  for  multiple  n^pa 


For  the  full  Jazbox  experience,  call  l-32l-242^<D00 
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